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ouch Proofs 


“Two million women,” assert Bat- 
en, Barton, Durstine & Osborn, with 
bxclamation point, ‘““‘want babies!” 
Another triumph of research. 


, Ff 


The prune campaign has been so 
buccessful in increasing demand and 
raising prices that from now on 
shen you want to compliment a 
young lady, the nicest thing you can 
o is to refer to her as an Imperial 
prune. 

ee 


And now Bill Needham breaks the 
spell and says that girls in his 
agency can’t smoke while at work. 
he double standard wins another 
victory. 

a ae 


From the calm vantage-point of 
Rough Proofs, I can’t see very much 
difference between a _ star copy- 
writer (male) getting steamed up to 
nis best work by copious drags at his 
favorite pill, and a star copywriter 
(female) doing the same thing. 
vvy 

“Al Smith urges advertising in 
fight on crime.” 

Some of the crime he now has in 
mind may include throwing dead 
mecats over the radio. 


SP e 


From an unregenerate reader, who 
is suspected of not knowing Euclid 
mfrom Mare Antony: 

“If AA equals ADVERTISING AGE, 
AAA equals Agricultural Adjustment 
Administration, and AAAA equals 
American Association of Advertising 
Agencies, who was Alcibiades, where 
is Alpena, and what's the price of 
Applesauce?” 

vgyv¥siy? 


General Motors will provide “knee 
action” for its cars in 1934, but it 
will have to go a little higher to cut 
out the shimmy. 

vgyv¥ iy? 


Debate is to award $100 in prizes 
for the best letters on controversial 
subjects. Rough Proofs offers the 
conventional 8 to 5 that the first 
prize-winner is a letter on the Tug: 
well bill, written by an indignant 
advertising man. 

vvwegy 


According to current Plymouth 
copy, everything that goes into an 
automobile costs more today, includ- 
ing ore. So if yuu find less ore at- 
tached to your next Plymouth, you'll 
know the reason why. 

. 3? 


ey “A pat on the back,” asserts Baker 
Ay, Stude, “is more effective than a 
sock on the jaw.” 

But supposing you're trying for a 
knock-out? 


> ¥ 


Now that Prof. Tugwell has in- 
Yaded women’s rights by attacking 
éyelash beautifiers, he’s probably in 
for some real trouble. 

vey 


In the desperate struggle for more 
Spectacular color effects, the adver- 
lisers fought and the magazines 
bled. 

7, f= F 

A Los Angeles consumer investiga- 
tion shows that women object to be- 
ig called “honey” or “dearie” by 
Mepartment store salesgirls. That 
Rrmits the standard salutation of 
hodom” to stand. 


~~. 


Prohibition is headin’ for the last 
Und-up. Git along, little dogey— 
Md make it snappy! 


Cory Cups. 


BACKS NEW PROGRAM 


COLUMBIA COAST-TO-COAST NETWORK 
Every night in the week 


Unusual newspaper advertising 

which was used by Chesterfield to 

introduce its new short symphony 

program. A statement about mu- 

sic by Leopold Stokowski features 
the text. 


DE SOTO READY 
FOR 1934 FIGHT 
WITH ‘AIRFLOW’ 


Teaser Copy on New Model 
Breaks in Magazines 


Detroit, Mich., Nov. 29.—To pave 
the way for January introduction of 
a new 1934 model that in its com- 
plete streamline design promises to 
outmode many present-style auto- 
mobiles, De Soto Motor Corporation 
will launch next week a teaser cam- 
paign centered in three national 
magazines. 

Time, Saturday Evening Post and 
Collier's will appear with spreads 
announcing that “De Soto will soon 
introduce the first motor car in 
which every trace of the ‘horse and 
buggy’ tradition has been elimi- 
nated.” 

With only a faint suggestion in 
illustration of what the forthcoming 
automobile will look like, the first 
teaser will proclaim it as “a new 
kind of car that literally bores a 
hole through the air.” 

A graphic new name has been cre- 
ated for the new car. It will be 
called the Airflow De Soto, and sig- 
nature will always appear in that 
fashion. 


Newspapers to Be Used 


While these three national pub- 
lications will be used to fire the 
opening gun of the teaser campaign, 
other national publications probably 
will be added later. Trade publica- 
tions to receive teaser copy will in- 
clude Motor, Automobile Topics, and 
Automotive Trade Journal. 

The January introduction will be 
made through the additional use of 
an extensive newspaper list. It is 
understood that the bulk of the 1934 
drive from that point forward will 
be concentrated in newspapers. It 
is likewise understood that the De 
Soto advertising appropriation for 
1934 has been sizably increased over 
that of this year. 

The Detroit office of J. Stirling 
Getchell, Inc., is in charge of De 
Soto advertising. 

(Continued on Page 8) 


Tugwell Bill Provisions 
Included in Liquor Code 


Drastic Document Is Rushed 
Through in Spite 
of Protests 


Washington, D. C., Dec. 1.—Un- 
mistakable evidence that many of 
the provisions of the Tugwell bill 
will be forced upon manufacturers 
in the food field, 
whether or not the bill becomes a 
law, was given here this week when 
the AAA, alleged to be operating di- 
rectly under orders from the “sum- 
mer White House,” railroaded 
through the code of fair competition 
for the distilling industry. 

In addition to including the most 
drastic provisions for government 
_| regulation which have thus far ap- 
peared in any code, the document 
forced on the distillers contains sev- 
eral sections lifted bodily from the 
Tugwell bill, notably those sections 
dealing with advertising and label- 
ing. 

Inclusion of some of the phrase- 
ology of the Tugwell bill in the dis- 
tillers’ code bears out the prediction 
made in the Nov. 18 issue of ADVER- 
TISING AGE that the AAA would bend 
every effort toward including the 
Tugwell bill provisions in all pos- 
sible food codes. 

The distillers’ code was rushed 
through with the greatest speed, de- 
spite the protests of industry spokes- 
men and the fact that the original 
code drawn up by liquor interests 
was thrown out entirely and replaced 
by a code drafted by the ‘“Presi- 
dent’s special committee on the con- 
trol of alcohol and alcoholic bever- 
ages.” 


Few Changes Made 


The first public hearing on the 
code was held Friday, Nov. 24, and 
was abruptly terminated the next 
day. The code was signed by Presi- 
dent Roosevelt Nov. 27 and became 
effective Nov. 28. 

The peers of the code as to 


regardless of’ 


Hearings on Tugwell 
Bill to Start Dec. 7 


Washington, D. C., Dec. 1.— 
The first hearings on the 
Copeland bill, better known as 
the Tugwell bill, which would 
replace the present pure food 
and drugs act with a much 
more stringent measure affect- 
ing every phase of the manu- 
facturing and distribution of 
foods, drugs and cosmetics, 
will begin here Dec. 7. 

The hearing will be held by 
a senate sub-committee com- 
posed of Senators Copeland, 
Caraway and McNary, accord- 
ing to an announcement by 
Senator Copeland, who is spon- 
soring the bill in the senate. 

No date for hearings on the 
house bill introduced by Rep. 
Sirovich, which is almost iden- 
tical with that introduced in 
the senate, has yet been set. 


price fixing, production control, etc., 
are unchanged from those outlined 
in the Nov. 25 issue of ADVERTISING 
Acre. The lifting of the phraseology 
of the Tugwell bill is particularly 
noticeable in article VII, dealing 
with unfair methods of competition. 
This article reads in part: 

“The following practices constitute 
unfair methods of competition and 
shall not be engaged in by any mem- 
ber of the industry: 

“Section 1. False Advertising. To 
publish or disseminate in any man- 
ner any false advertising of distilled 
spirits. An advertisement shall be 
deemed to be false if it is untrue in 
any particular, or if directly or by 
ambiguity, omission or inference, it 
tends to create a misleading impres- 
sion. 

“Section 2. Misbranding. To sell 
or otherwise introduce into com- 
merce any distilled spirits that are 


(Continued on Page 20) 


Last Minute 


News Flashes 


Thompson to Handle New Nash Car 


Kenosha, Wis., Dec. 1.—Advertising of the new low-priced car which 
Nash Motors will introduce at the New York show, as reported in a recent 
issue of ADVERTISING AGE, will be handled by J. Walter Thompson Company, 
it was announced today. The car has not yet been named. 

Frederick and Mitchell, Inc., Chicago, will continue to handle the ad- 


vertising of the regular Nash line. 


Outdoor Advertising Code Hearing Set 


Washington, D. C., Dec. 1—The 


public hearing on the NRA code for 


the outdoor advertising industry will be held Friday, Dec. 8, in the Oak 
Room of the Raleigh Hotel, under the general direction of division admin- 


istrator A. D. Whiteside. 


Stewart-Warner Brings Out New Refrigerator Line 


Chicago, Dec. 


1.—Stewart-Warner Corporation will soon start produc- 


tion on an entirely new line of electric refrigerators, Frank A. Hiter, vice- 
president and general sales manager, has announced. 
The complete line will be shown to the company’s distributors early 


in January. 


Lakin in Charge of Shell Sales 
St. Louis, Mo., Dec. 1—P. E. Lakin has been named sales manager 
of Shell Petroleum Corporation, L. van Eeghen, vice-president in charge 


of marketing, announced today. 


Mr. Lakin joined the Shell organization in California 17 years ago, 
and was president of Guardian Oil Company, San Francisco, before joining 


Shell Petroleum Corporation. 


FORMER FOOD 
CHIEF OPPOSES 
TUGWELL BILL 


Copeland Says “Some 
Changes May Be Necessary” 


Washington, D. C., Nov. 29.—Dr. 
Lyman Kebler, formerly chief assist- 
ant to Dr. Harvey Wiley in the De- 
partment of Agriculture in his fight 
to enact the present pure food and 
drugs bill, which administration 
forces now seek to have amended, 
told ADVERTISING AGE today that the 
Tugwell provisions are “too drastic,” 
and that certain parts are “purely 
an absurdity.” 


Opposes Trade Mark Provisions 

Dr. Kebler, now a_ practising 
physician and independent food con- 
sultant, is particularly opposed to 
the provisions found in the Sirovich 
bill, which is the companion legisla- 
tion to be offered to the house at the 
same time that Dr. Copeland intro- 
duces the Tugwell bill to the senate. 

Dr. Kebler calls attention to the 
section of the Sirovich bill which re- 
stricts trade marks and patents. 
“There are over 200,000 trade marks 
and patents registered on foods and 
drugs,” he declared, “and the pro- 
visions of the bill if enforced as 
written would mean the taking out 
of new trade marks and patents in a 
large number of instances. This is 
purely an absurdity, expensive and 
for all practical purposes, impos- 
sible.” 

The provisions of the bill, he said, 
state that “no trade marks are to be 
given,” except as licensed by the 
Secretary of Agriculture. This would 
mean a wholesale revision of the 
trade mark records, a process which 
would entail great expense and loss 
for well known and well advertised 
products. 


Too Much Power 


Dr. Kebler insisted that he was 
not opposed to “some revision” of 
the pure food and drugs act now on 
the statute books, but past experi- 
ence in the department causes him to 
oppose the placing of such czaristic 
authority in the hands of any public 
official. 

Senator Copeland of New York 
has publicly declared that opponents 
of the proposed revision of the pure 
food and drugs bill will be given 
ample opportunity to get a hearing 
on their complaints. He indicated 
that while he was in entire accord 
with the spirit of the Tugwell and 
Sirovich bills, “some changes might 
well be made.” 

The hearings, it is now stated, 
will first allow officials of the pure 
food and drug administration to tell 
why a revision of the old Wiley law 
is necessary now. Next, all op- 
ponents will be heard. “It will be 
one big hearing,” the senator de- 
clared. 

Opponents of the bill now in 
Washington declare that it can be 
reasonably shown that the recently 
approved NRA retail code contains 
sufficient prohibitions against mis- 
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ADVERTISING AGE 


December 2, 1933 


AND REMEMBER — THERE'S NO DEALER 
MAND. THE ROMANCE GROUP CREATES IT. . . . AT LOW COST 


NO HOPEFUL ADVERTISING 
HERE |... these advertisers and their 


agencies buy results instead of guesses! 


The advertising pages of the Romance Group are founded upon results 
and actual, tangible profits per dollar invested in these great publi- 
cations. ; 


Mail order advertisers will tell you in most cases that the Romance Group 
gives them lowest cost per inquiry or per sale. 


The question always arises, however—can this amazing responsiveness 
be put to work for the so-called publicity advertising—the advertiser whose 
sales are made by his dealers? 


The most convincing answer, perhaps, is that those advertisers—and 
incidentally those agencies—which have made the greatest progress during 
the past four years—whose campaigns have been envied for their productive- 
ness . . . these you will find invariably in the pages of the Romance Group 
(when, of course, the character of the merchandise and the unit of sales sug- 
gest it). 


They’ve found out, too, that the greatest dealer influence in the world 
is a sale, not a schedule. The Romance Group of over a million produces 
sales. It costs comparatively /ittle to prove it. 


THE ROMANCE GROUP INCLUDES 


i gars caw nee een’ Ee Current Circulation 
ON error recor es Current Circulation 
SO rr Current Circulation 
8 ES eer EE 0 sg ewe d tOaEE OEE Guaranteed 
Radio Mirror ....................... i ion 64s 3450 Bea Guaranteed 
SIRO ee ae ne oe eee eee! 1,175,068 


INFLUENCE LIKE  DE- 


leading advertising without addi- 
tional legislation to that end. 

Senator Copeland declared that he 
was “pleased” that the retail trade 
is agreed to self-policing of its ad- 
vertising, but he pointed out that 
the code is supposed to be enforced 
for but two years, while the new 
pure foods act will be permanent. 

However, the senator believes that 
“ambiguities” should be removed 
from the advertising control sec- 
tions of the bill. 


LAWYER WARNS 
OF DANGERS IN 
TUGWELL BILL 


New York, Nov. 30.—‘The actual 
provisions of the Tugwell bill are 
likely to be obscured by a smoke 
screen of asserted aims and pur- 
poses, which, no matter how agree- 
able, do not justify the proposed leg- 
islation,” said James F. Hoge, New 
York attorney, in the introduction 
to his analysis of the bill completed 
this week for organizations affiliated 
with the New York Board of Trade. 

To the objections of manufactur- 
ers, advertising agents and medium 
owners, Mr. Hoge adds criticism of 
the proposed legislation from the le- 
gal viewpoint, asserting that the 
measure if enacted would seriously 
weaken the judiciary system. Other 
features of his analysis are a sum- 
mary of the conditions under which 
the Secretary of Agriculture could 
order seizures of any food, drug or 
cosmetic, 20 in all, and an outline of 
powers of regulation, other than 
those specifically mentioned in the 
bill, which the Secretary may assume 
once the bill is passed. 

“Professor Tugwell has empha- 
sized in published articles that 
truthfulness has been practically en- 
forced in claims on product labels,” 
said Mr. Hoge. “He illustrates the 
need for his bill by pointing out that 
claims may uow be made in adver- 
tising which, under the existing law, 
are not allowed on labels. 


Would Void Court Decisions 


“However, the bill does not stop 
with extending the Department’s 
control over advertising and over 
cosmetics. It is long and intricate, 
and nothing would be left of the old 
law if it is repealed by the new one. 
Whatever of certainty court deci- 
sions have given the existing statute 
will be lost with its repeal. 

“The Tugwell bill provides that a 
food, drug or cosmetic shall be 
deemed misbranded ‘if its labeling 
is in any particular false, or by am- 
biguity or inference creates a mis- 
leading impression regarding’ any 
food, drug or cosmetic.’ 

“In criminal statutes and in codes 
under the NRA, the falsity of a 
statement is usually limited to a ‘ma- 
terial’ particular. For instance, one 
is not guilty of perjury unless his 
false statement is with respect to a 
material matter. 

“No brief is held for false state- 
ments, whether material or not. But 
this section is not limited even to 
false statements. It includes any 
statement which ‘by ambiguity or in- 
ference creates a misleading impres- 
sion.’ It includes mistake, inadvert- 
ence and honest error, all of which 
under this bill would be criminal.” 


Hibbing Admen 
Are Well Prepared 


Members of the Hibbing, Minn., 
Advertising club believe in being 
prepared. Several months ago they 
laid plans for the decoration of city 
streets during the Christmas holi- 
days. The installation of the lights 
began last week, so they would be 
up for Thanksgiving. 

Now the members are making ar- 
rangements for the 1934 Fourth of 
July celebration. B. M. Littman is 
president of the club. 


Boston Office Moves 


The Boston office of Batten, Bar- 
ton, Durstine & Osborn, Inc., has 
moved from 12 State St. to 178 Tre- 
mont St. 


TUGWELL’S BILL 
WILL NOT PASS 
LAWMAKER SAYS 


Washington, D. C., Nov. 29.—The 
first definite indication from any 
member of congress that the Tug. 
well bill will find hard legislative 
going was given here today whe 
Rep. Emanuel Celler (Dem. N. Y) 
appeared at the public hearing oy 
the proposed liquor importers’ code 
to protest against inclusion of the 
bill’s language in the code. 

“There has developed a tremend. 
ous opposition to the so-called Cope. 
land bill fostered by Prof. Tugwell,” 
Rep. Celler declared at the import. 
ers’ code hearing. “As a member 
of congress I wish to say advisedly 
that the bill will not pass despite al) 
the pressure that is to be brought 
on us for its enactment. 

“Yet an attempt is made here to 
enforce the bill on an industry—a 
bill which congress will not pass 
and to which there is a strong and 
determined opposition.” 

Rep. Celler, who appeared as 
spokesman for the importers, 
although he is not affiliated with the 
industry, also declared that the 
price control provisions of the code 
would get the attention of congress, 

Despite these objections it is gen- 
erally anticipated here that the im- 
porters’ code, containing practically 
the same provisions as the distillers’ 
code, and the brewing code, which 
is said to be somewhat more lenient, 
will be placed into effect shortly. 

The government insists that haste 
is imperative if chaotic conditions 
in the liquor business are to be 
avoided during the period between 
legalization of the trade and the pas 
sing of regulatory legislation by the 
next session of congress. 


Advertising Club 
Awards Scholarship 


John Murphy, new president of the 
New Orleans Advertising Club, has 
appointed W. B. Speeler and Edwin 
Palmer co-chairmen of the member- 
ship committee and W. T. Harter 
chairman of the publicity committee. 

The club presented its 1933 Tulane 
University advertising scholarship to 
Marguerite Lehder at its last meet- 
ing. 


ne 
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Oppose Copy Restrictions 


Vigorous opposition to what was 
claimed to be efforts on the part of 
the Texas Railroad Commission to 
restrict advertising expenditures of 
public utilities was voiced at the 
annual convention of the Texas Edi- 
torial Association. The meeting was 
held in Houston. R. F. Cates, Bart- 
lett Tribune, was elected president. 


Complete Plans 


Arrangements have been com: 
pleted for the merger of Rainier 
Pulp & Paper Company, Sound 
View Pulp Company, and Olympic 
Forest Products Company, with mills 
at Shelton, Everett and Port Angeles, 
Wash. E. M. Mills will probably 
head the consolidation. 


R. L. Burnett Succumbs 


Raymond L. Burnett, assistant di 
rector of sales, E. I. du Pont de Ne 
mours & Co., Wilmington, Del., died 
in the Johns Hopkins hospital, Balti- 
more, Tuesday, where he had under 
gone an operation. He was 45. 


Exceeds Quota 


Gardner Cowles, Jr., executive edi- 
tor of the Des Moines Register and 
Tribune, was head of the Des Moines 
Community Chest campaign which 
raised $300,000, the quota being only 
$282,230. 


Geyer in A. A. A. A. 


The Geyer Company, Dayton, 0. 
and the Geyer-Cornell Company, NeW 
York, have been elected to member: 
ship in the American Association of 
Advertising Agencies. 


Brewers Appoint 


Advertising of L. F. Neuweiler’s 
Sons, brewers, has been placed with 
Fred L. Shankweiler, Allentown, Pa- 


Dece 


se = = te co ze Le a ae & al eR is otak oie 5 arg a a ae Poe, Meat ot —_: 5 Ai ie ‘CJ ey f 
eas ; ana a is a de eee ne eee : ; ; : : = : : ‘ ’ beng fete : = = 
a 2 ee |) 

nee = Lee ame — 
pee 2  —————————————ee j — 
ae 3. 
ee 8 = os . a : , ” " 
; i : — " pt 5) a 7 — > 
ee ee “ “ - a Zoe a 
a mA et ‘ ‘\. ua? < ww 
ae \ oe? wer eo . f — 
; ee se \ ee 4 ; ‘fain “4 
Beare \ wR as a ~*~ Ae) 
ee ' te tart 
Set ar nk a age ae e- ' | ; 
«wa THE een My ree Senate on } - Bay 
rm ‘eee a Don oH Fer A B\entict ort! 
— = SEs 7 \ 10" Saal oe 
Se oo y= a 
- be og en ae + “- 3 " Ubecal 
: we Sie ax . @ ; i >% ' ‘ Hives Root Beer - 
eis oe 4 Oe i ' 13a ee 
Fe) = \ é a " 2 \\ 
z wo Ss = - we Cc ce i: 
, 
pod a. he: pERFOLAS -_ 
Sst geo i see « ey : 
os : eg | i \ : ¢ a — . TEST woe 
Gites mf - tm} , See enter’ 
ace. a Ps —- © ® Be * 
a ea ge y Fac’ “A —— 
Boas Pasi 2 ot Sec ; 
Peis 5) » - a y 
Ste aa ee 
en ee - See S a en me is 
et ca hes We ee 
“= ee Sa arenes zen 
a WERE Sata: ~<a yoy e 
es “> oes 
ec. i ee Ss ; can : 
mi Tae 4 
he o— “is 
; wa ~~ 
a (yt 
a dal aes SHE js 
a - , «2 
elas . , 
dae > 4 oe 
eae pe oe - ad ba 
ec oee gases) | ET Keeps i x 
S e ee ; aah tee Per hah omy Stuning ee ? 
ia eae Pe ad he te Ga ts 
ree ——. . FN AS “pink tooth bevsh * 
Sea: , ; -_ Tr a : 
‘ L —_— yy SES 22. s . c 
< BR a a 2S 
ae 3) ors A , ay ze , TSS 
a ts \ br BS aa ee | 's 
RA AL a 5 Seve So | ce 
es 4 ( . S23 CEs= | IPAN, . FEp at, 
2h ee 2 mat asa) . the 7) 4 
Aes : (Senses f — bon ati s 
Pes Snipes | \os d eck ores Nira, 
melas 5 co.o 4 a *, « 
erga , me SEW Cransparenl te 5 —— a 2 ‘ esti: 
ap) as. a be far lips. 2 ‘ 4 
y a a : + & 
OS ee eee eet > 
qesrnned i . = ™,. a | forns taking i Ee a eee an ee oe aS ee 5 
EO Lames fie, a A SES vette Fi j 
ve I gee bas th ws . G els PS ee A 
Le SUNSHINE! . a ‘a Ps ito Pa mes eras ae f; a 
ee eae Se 4 ; ‘ — Cn . Dine, a tee 
Sie tee See Sse : iii: Sie eers , ‘ Seat 
a Sa . ae f i fe a rd ten lis, == 
oF = as 3 re Taek worn Oe ?, ~e 
se a | —— pits ee vy Se x poue wae ‘9 x) 
— ee —— } ae a : i ie tne re / cans 
ees tte = ens Vesa. 3 ’ » YY: Soh eel SSS eC 
Me see oe 
NE 
+5 | - —_— 
i. | 
sa | 
ioctl at . 
Sho ea 
eon ae 
re 
ie? oe 
Ts 
a 
roe See 
o ee | $$ 
jeg 
Bite 
Pea 
rn 
=on 
on : 
a ee 
oe ead 
pss gag 
re ee 
: 
ae. 
Bis 5. fe | 
7: ae a 
Seo Shc ees 9 eee Rt a oe ; : ie eee Meter iene 00)? rea Oo el OS Coc ca OR oe ge 
a: iets oe ee eee BRE A cde SAO a a <a lpateting o epee Sn) Sat manana Ps Dae, | 50 ieee eeteiee 2 SL S| a OR Ree... raion lee: 5 eae B 
mae cre Bie ies Rear is Bae ie bey 5 Reon anata Pe tigs fx: oo CS ees - pia vis — =o cen 5 : bs Pan Ne os aan Se oe os ea iy “aa if cha es = Bigs Sen. ire 
. “ine FS Pa Oey ea ae VR gale Cy eee ae he 2 eee A) Are Ne eae ee HERES Does ere ee rat ; Rea Oe Ss ge ee oe ae 
i) ce ee abet a pe iA | a ian oaeree a 22a & neler ar rete Re eee . Cee: oe Soy otic eet re aeoeg ies 
ee "ie. tee ae ate eee. pees Ete? eae pees Nay ke pee = hs ae MEET ae tee Tue 9 Pauper tot 2 een ay Oe Rh oe SSRN 
4 a ia ee ewe he ee Ee Neake go ey fap ase 7 os ng eines < Rh Se 3 lie ice cn ee SS: Sk ER Neon ie aa MR nb a eee 2 ct er a ity 
u paige ea, 22 PRA ee eh iy os ee i cea Vusiae- . apm: er ee She aie OE I MR ee ica pe eae ay 


1933 


—The 
any 
Tug. 
lative 
when 
> 
ig On 
code 
f the 


mend. 
Cope. 
well,” 
nport- 
ember 
isedly 
ite all 
ought 


re to 
Ty—a 

Pass 
g and 


d as 
ters, 
th the 


tothe | | 


> code 
igTess, 
S gen- 
le im- 
tically 
tillers’ 
which 
snient, 
rtly. 
haste 
litions 
to be 
tween 
1e pas 
by the 


rship 


of the 
b, has 
Edwin 
ember- 
Harter 
mittee. 
Tulane 
ship to 
. meet- 


tions 
at was 


»sident. 


com: 
Rainier 
Sound 
)lympic 
h mills 
\ngeles, 
robably 


mbs 
tant di- 
de Ne 
1., died 
1, Balti- 
| under: 
15. 


ive edi- 
ter and 
Moines 

which 
ng only 


A. 


ton, 0., 
ny, New 
nember- 
ation of 


t 
iweiler’s 
ed with 
own, Pa. 


December 2, 1933 


ADVERTISING AGE 


—— 
—_ 


The SOCIAL REGISTER 


of 
AMERICAN BUSINESS 


A partial list of Important Advertisers in The American Weekly 
during 1931, 1932 and 1933 


All-Year Club of Southern Calif. 
Affiliated Products Group 
American Chicle Co. 
American Hard Rubber Co. 
American Tobacco Co., The 
Lucky Strike Cigarettes 
Bull Durham Tobacco 
Anheuser-Busch, Inc. 
Armand Company, The 
Auburn Automobile Co. 
Babbitt, Inc., B. T. 
Bauer & Black 
Beech-Nut Packing Co. 
Borden Co., The 
Bourjois, Inc. 
Bristol-Myers Co. 
Brown & Williameon Corp. 
California Fruit Growers Exchange 
California Packing Corp. 
California Walnut Growers Ass’n. 
Charis Corporation 
Chesebrough Mfg. Co., Cons’d 
Church & Dwight Co. 
Clorox Chemical Co. 
Coca-Cola Co. 
Colgate-Palmolive-Peet Co. 
Super Suds 
Palmolive Soap 
Congoleum-Nairn, Inc. 
Conklin Pen Co. 
Corn Products Refining Co. 
Corning Glass Works 
Zoty, Inc. 
Crosley Radio Corp., The 
Curtiss Candy Co. 
Dennison Mfg. Co. 
Dodge Bros. Corp. 
Eastman Kodak Co. 
Elgin National Watch Co. 
Endicott Johnson Corp., The 
Enna Jettick Shoes, Inc. 
Ethyl Gasoline Corp. 
Florida Citrus Exchange 
Frederics, Inc., E. 
Frigidaire Corporation 
General Cigar Co. 
General Electric Co. 
General Foods Corp. 
ran Cereals 
Calumet Baking Powder 


el 
axwell House Coffee 

Post Toasties 
General Mills, Inc. 
General Motors Corp. 

Chevrolet Motor Co. 

Fisher Body Corp. 

Oldsmobile 

Pontiac 

Buick Motor Co. 
Gold Dust Corporation 
Goldman, Mary T. 
Goodrich Rubber Co., The B. F. 
Goodyear Tire & Rubber Co., Inc. 
Heinz Co., H. J. 
Hills Bros. 
Hinze Ambrosia, Inc. 
Hoover Company, The 
Houbigant, Inc. 
Hubinger Co., 
Hump Hairpin Mfg. Co., The 
lodent Co., The 
Johnson & Johnson 
er and Son, Inc., S. C. 

‘aufmann Bros. & Bondy, Inc. 

Kellogg Company 
Kelvinator Corporation 
Kleinert Rubber Co., I. B. 
Kolynos Co., The 


Kops Bros. 

Kotex Company 
Kraft-Phenix Cheese Corp. 
Larus & Bro. Co. 

Leeming & Co., Inc., Thos. 
Lehn & Fink, Inc. 


ux 
Lux Toilet Soap 
Libbey-Owens-Ford Glass Co. 
Libby, McNeill & Libby 
Luden’s, Inc. 
Maiden Form Brassiere Co., Inc. 
Mennen Company, The 
Model Brassiere Co. 
National Biscuit Co, 
Northwestern Yeast Co. 
Norwich Pharmacal Co., The 
Numismatic Co. of Texas 
Old Dutch Cleanser 
Park & Tilford 
Parker Pen Co., The 
Patent Cereals Co., The 
Penick & Ford, Ltd., Inc. 
Pepsodent Co., The 
Pequot Mills 
Philco Radio & Television Corp. 
Pineapple Producers Cooperative 
Ass'n, Ltd. 
Planters Nut & Chocolate Co. 
Pompeian Co., Inc., The 
Pond’s Creams 
Premier Malt Sales Co. 
Premier-Pabst Corp. 
Procter & Gamble Co., The 
Ivory Soap 
Camay 
Oxydol 
Pe Oats Company, The 
. J. Reynolds Tobacco Co. 
Royal Lace Paper Works, Inc. 
Salada Tea Company 
Schnefel Bros., Inc. 
Scholl Mfg. Company 
ars, Roebuck and Co. 
Selby Shoe Co., The 
Simoniz Mfg. Co. 
Spool Cotton Co., The 
Stanco, Inc. 
Standard Brands Inc. 
Chase & Sanborn’s Coffee 
Chase & Sanborn’s Tea 
Fleischmann’s Yeast 
Royal Baking Powder 
Royal Gelatin 
Standard Oil Co., The 
Swift & Co. 
Quick Arrow Soap Flakes 
Sunbrite Cleanser 
Three-in-One Oil Co. 
Tubize Chatillon Corp. 
Union Oil Co. of California 
United States Rubber Co. 
Utica Steam & Mohawk Valley’ 
tton Mills 
Valentine & Co. 
Vanity Fair Silk Mills 
Vick Chemical Co. 
Wander Co., The 
Warner & Co., Wm. R. 
Warren Corp., The Northam 
Waterman Co., L. E. 
Watkins Co., The R. L. 
Westinghouse Electric & Mfg. Co. 
Wright & Sons Co., Wm. E. 
Young, Inc., W. F. 


What $16,000 buys 
in The American Weekly 


A full page in color more than twice the size of 

any other magazine page in the world . . . more than 

5,000,000 families at a cost of about ¥4 cent per family 

. » « The attention of the entire family instead of 
a single buying factor. 


AST year, during lean 1932, the people 

living in the United States spent 

thirty-one and a half billion dollars over 
the retail counter. 

The figures show that 77% of that stag- 
gering sum was spent by the families who 
live within the boundaries of twenty-five 
states—the above-the-average market. 

In these same opulent states are 92% 
of the nation’s savings deposits. 

Business is not hiding out. Govern- 
ment figures show where it is. Manufac- 
turers who send their advertising into 
these fertile markets stop guessing about 
results. 

Advertising in The American Weekly 
creates demand for merchandise because 
it concentrates in the Opportunity Mar- 
kets where business is. 

A manufacturer who does not send his 
salesmen into these markets will not re- 
main long in business. 

Your advertising messages are silent 
salesmen. If they are to pay their way 
they too must concentrate in these mar- 
kets. 


Into the 25 above-the-average states 
The American Weekly pours 90.8% of 


Greatest 


Circulation 


in the World 


Ad Vertis ing that goes 


where Bus INESS 1s. 


its more than 5,000,000 circulation, car- 
rying the advertiser’s message directly to 
the Money Homes. 


For $16,000, or at an average cost of 
only % cent per home, you can reach 
every one of these 5,000,000 homes with 
a full-page advertisement printed in four 
colors, a page twice as big as any other 
national magazine page. 


In the most interesting magazine in 
the world you can advertise to the most 
prosperous market in the world at the 
lowest possible cost per family. 


Isn’t that the surest way to make your 
advertising pay? Isn’t that the surest 
route to greater sales? 


Where this Magazine goes 


The American Weekly is the largest magazine in the 
world. It is distributed through 17 great Hearst Sunday 
Newspapers. In 529 of America’s 995 towns and cities of 
10,000 population and over, The American Weekly con- 
centrates 68% of its circulation. 


In each of 93 cities, it reaches one out of every two families 
In 110 more cities, 40 to 50% of the families 

In an additional 157 cities, 30 to 40% 

In another 169 cities, 20 to 30% 


. . . and, in addition, more than 1,680,000 families in thousands of 
other communities, large and small, regularly buy and read The 
American Weekly. 


Where can you spend your advertising 
dollar more effectively? 


TH ENN ERICAN 


== LAW EEKLY 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 


Branch Offices: Patmouive Buoc., Cuicaco. . § Wintnror Square, Boston... 753 Bonnis Bras, Los Anceres. . . 222 Monapnocx Binc., San Francisco 
1270 Arcape Buipc., St. Lous 


11-250 Generac Morors Bioc., Derroir 


- 1138 Hanna Buoc., Crsveranp . . . 


tot Maritra Sr., Attanta . . . 
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Self-Government of Industry As 
Applied to Advertising 


The plan suggested by ADVERTISING 
AcE for the application of the idea 
of industrial self-government to ad- 
vertising is already in effect in many 
branches of the business. For ex- 
ample, the National Publishers’ As- 
sociation is meeting the problems in- 
volved in publishing liquor copy 
through the appointment of a com- 
mittee which will gather informa- 
tion on the subject and pass it along 
to other publishers, with specific 
recommendations. 

The committee will establish defi- 
nite rules and regulations regarding 
copy of this character, and is asking 
publishers to accept the principles 
which it has outlined. The principles 
which it will apply to the accept- 
ance or rejection of copy include 
such points as the reputation of the 
advertiser, health or medical fea- 
tures in copy, dignified presentation, 
compliance with AAA code, ete. 

The handling of advertising of the 
distilling and wine industries pre- 
sents complex problems, due to the 
various legal and policy questions in- 
volved, and yet the publishers are 
finding it entirely practicable to set 
up and put into operation machinery 
which will enable all those subscrib- 
jing to the general principles which 
have been enunciated to pass on copy 
with a clear conscience both as to its 
character and public acceptance. 

This is the sort of plan which 
ADVERTISING AGE believes should be 
applied to all advertising regarding 
which there is any question. What 
the National Publishers’ Association 
is doing for periodical publishers in 
the alcoholic beverage field could be 
done by the other associations of 


publishers for their respective 
groups, and could be done for all 
groups with reference to all other 
advertising falling into question. 
There is no doubt that these organi- 
zations have both the facilities and 
the judgment to pass upon advertis- 
ing of this kind intelligently, and 
thus to exercise an effective and 
practical control of doubtful adver- 
tising at the source. 

Readers of ADVERTISING AGE have 
probably noted that the code sub- 
mitted to the NRA by the Periodical 
Publishers’ Institute includes the 
following provision: 

“The industry shall establish defi- 
nite regulations designed to prevent 
the publication of misleading and/or 
untruthful advertising, and thus will 
protect the public.” 

It is understood that the same 
provisions will be incorporated into 
the code of the advertising agencies. 
Thus both periodical publishers and 
advertising agencies will be com- 
mitted to a plan for the prevention 
of publication of objectionable ad- 
vertising—rather than merely ap- 
proving punishment of advertisers 
after the advertising has been in cir- 
culation and has resulted in what- 
ever damage to the public it is capa- 
ble of accomplishing. 

Advertisers, publishers and agen- 
cies can hardly estimate the full ef- 
fect on advertising of the wrong 
kind of bureaucratic control. But 
they can recognize the advantages 
of self-government of the industry 
as compared with direction by offi- 
cial agencies at Washington, oper- 
ating under rigid regulations em- 
bodied in federal statutes. 


An Opportunity for Manufacturers 
of Business Equipment 


L. C. Stowell, president of the 
Office Equipment Manufacturers’ In- 
stitute, says that if business men 
will start at once to replace obsolete 
office equipment, there will be a pe 
riod of unprecedented prosperity for 
the industry. There are millions of 
dollars’ worth of old equipment in 
use that it would be cheaper to scrap 
and replace, Mr. Stowell points out. 

These suggestions are excellent, 
and no doubt business men would 
find it profitable to put them into 
effect. But the office equipment in- 
dustry itself has been singularly 
quiet in getting the story before its 
prospective customers. One of the 
reasons why there has been so little 
purchasing of new equipment is that 
the manufacturers of these goods 
seem to have been convinced that 


there isn’t much of a market and 
that it wouldn’t be worth while to 
start a sales and advertising cam- 
paign for increased business. 

To depend upon the somewhat 
questionable effects of a _ general 
“buy now” campaign seems like 
doubtful wisdom compared with the 
results which could be expected to 
flow from vigorous, forceful adver- 
tising converting Mr. Stowell’s pub- 
licity into selling arguments. 

The business man who feels that 
his business is definitely better, and 
that his prospects are improving, is 
in the right mood to consider mod- 
ernizing his facilities, and these in- 
clude office as well as production 
equipment. There is no better way 
than advertising plus energetic sales- 
manship to convert these half-formed 
desires into tangible business. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 544. Mouse-Trap Manufacturer 
Stages Come-Back. 


An interesting and entertaining 
story—with a moral—of a gentleman 
who “constructed a broad, paved and 
well-lighted highway to his door,” 
with a simple explanation of how 
he did it. Published by American 
Telephone & Telegraph Company. 


No. 507. Hearst’s International Com- 
bined with Cosmopolitan. 


A most unusual volume of over 460 
pages, printed in usual book format 
by Yale University Press, designed 
to portray graphically the amount 
and scope of the editorial material 
appearing in each issue of Cosmopol- 
itan Magazine. This book, perhaps 
a third larger than the average novel, 
contains the editorial material ap- 
pearing in the July“%ssue of Cosmo- 
politan. 


No. 522. Telling it to Sweeney, No. 30. 


In usual New York News style, this 
booklet, first of the “Tell it to 
Sweeney” series of booklets to be is- 
sued in some time, amuses and in- 
structs. It contains, in addition to 
data on the News, as a medium, much 
comment on general merchandising 
trends, new ideas, etc., which should 
prove interesting to every advertis- 
ing and merchandising man. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
production, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 539. Charts Showing Consumer 
Preference for Various Products. 
These charts, prepared by station 

WLW, Cincinnati, show consumer 
preferences for various types of ad- 
vertised merchandise, such as coffee, 
cigarettes, automobiles, etc. Because 
of their confidential nature, they are 
supplied upon request of major 
executives only. Only charts dealing 
with the inquirer’s own industry are 
supplied. 


No. 487. Wings to Words. 

Published by Rapid Electrotype 
Company, Cincinnati, this book 
treating of the uses, purposes, and 
methods of making mats, electro- 
types, etc., is a worthy addition to 
the advertising man’s library. The 
book is interestingly written and is 
likewise a good example of fine book 
printing. 


No. 431. The Market Chicago. 


This booklet contains complete 
marketing information on the Chi- 
cago area, including population fig- 
ures, break-up by wards, location of 
transportation systems and business 
districts, analysis of buying units by 
wards, distribution of foreign and 
negro population, and summaries of 
wholesale and retail trade in the 
area. Published by Big 4 Advertis- 
ing Carriers. 


No. 517. The Influence of Magazine 
Makeup and Related Selling in the 
Reduction of Advertising Visibility 
and Reading Costs. 


A very interesting brochure which 
analyzes the findings of Daniel 
Starch on visibility and reading 
costs for McCall’s for the periods of 
April to September, 1932, and Octo- 
ber, 1932, to March, 1933. The first 
period covers publication before Mc- 
Call’s was departmentalized, the sec- 
ond after that move. The effect of 


the new plan of makeup is demon- 
strated through numerous charts. 
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Chicago Daily News. 


Merritt Finds That 
History Repeats Itself 


To the Editor: I was very much 
interested in the story in your issue 
of Nov. 11 to the effect that the Wil- 
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“again made advertising history by 
utilizing the hitherto useless border 
space.” 

History repeats itself and I refer 
you to the enclosed illustration made 
from the cover of the January, 1900, 
issue of Scribner’s Magazine. In this 
same issue Sir James M. Barrie ap- 
peared with “Tommy and Grizel,” 
while Governor Theodore Roosevelt 
was interesting our readers with his 
“Oliver Cromwell.” 

CARROLL B. MERRITT, 
General Manager, 
Scribners Magazine, 
New York. 
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Maybelline Not Involved 


in Tugwell Movie Speech 

To the Editor: We wish to thank 
you sincerely for the article appear- 
ing in the Nov. 18 issue of ADVER- 
TISING AGE, which demonstrates the 
cost to us of the highly damaging 
ambiguity of the Tugwell publicity; 
however, we regret to report that 
the reaction to this article unfortu- 
nately has not been in our favor, 
due to the fact that your article, like 
Prof. Tugwell’s speech in the news- 
reel, neglected to mention that the 
product Prof. Tugwell cites is an eye- 
lash dye which is manufactured in 
Los Angeles. 

This omission of the name of the 
offending product again involves us 
by inference, since it appears that 
Prof. Tugwell has attacked us and 


that we are spending a large sum to 
defend Maybelline mascara. 

We would deeply appreciate it if 
in some way you could clarify ou 
position to your readers by convey- 
ing to them the fact that Maybelline 
has never been involved in any way, 
except indirectly, in the Tugwell 
propaganda. 

In his reply to our protest, Prof. 
Tugwell specifically stated the name 
of the product to which he referred, 
and this statement he also gave to 
the press, although he gave no name 
at all in the newsreel, calling the 
dye merely an eyelash “beautifier.” 
This vague and general term decid: 
edly lends itself to confusion with 
our well-known, harmless Maybel- 
line eyelash darkener, due to our 
having used the term “eyelash beau: 
tifier’” in connection with the name 
Maybelline for over 16 years. 

Concerning Maybelline, Prof. Tug: 
well further stated in his letter to 
we: 6 . we have never heard oi 
any reports of injury caused by it.” 
This statement, in consideration of 
the fact that millions of women have 
used Maybelline consistently for over 
16 years, should establish beyond all 
doubt the undisputed harmlessness 
of Maybelline. 

That it may be absolutely clear 
that we are not on the defensive 
because of any attack on Maybelline, 
but solely because it is a case of 
confused identity, we ask your p* 
tience in bearing with our having 
gone into such detail. 

It will be of great help to us if 
you will be kind enough to make 
our position in this matter clear to 
your readers. 

T. L. WILLIAMS, 
Maybelline Company, Chicago. 


¥ F 


“Times” Takes Liquor 
Advertising in Roto 
To the Editor: In the Nov. 11 
issue of ADVERTISING AGE you state in 
an article regarding liquor advertis: 
ing that “The New York Times has 
refused to accept orders for magazine 
and rotogravure sections but is hope 
ful that Washington will soon clarify 
its stand, enabling acceptance of 
copy which can run in all editions. 
This statement is incorrect. The 
New York Times is accepting liquol 
advertising in rotogravure, and has 
already received orders from several 
advertisers. For the present the de 
cision regarding the Sunday mag* 
zine is indefinite. However, the Timé 
has not refused to accept orders fo 
the magazine. 
IvAN VEIT, 
Promotion Manager, 


New York Times. 
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RETAIN THE 


(Beanilyy 


OF YOUR SKIN 


with this marvelous 
Olive Oil Face Powde 


Have you looked at your complexion lately? 
Really looked at it?...Is it soft, smooth and 
clear? Or is it a little coarse, a little rough? 


Sun... wind...days spent in the open! 
They drain the natural oils out of your skin. 
Cause your face to become dry and old-looking. 


But your skin need not grow old! OuTDooR 
GirRL Olive Oil Face Powder enables even the 
most delicate complexion to remain soft, firm 
and youthful. This unusual powder acts as the 
skin-oils do to keep your skin smooth and sup- 
ple. Yet it is as dry and light as thistle-down. 


Try this different face powder today. In 7 
smart shades to blend naturally with any com- 
plexion. The Good Housekeeping “Seal of 
Approval” is your guarantee of quality. 

OutTpooR Girt Face Powder and other 
Olive Oil Beauty Products are sold by leading 
drug, department and chain stores in 3 sizes 
—10c, 25¢ and $1.00. If you want to sample 
three of these popular preparations, mail the 
coupon for generous Free Trial packages, 


OUTDOR GIRL 
| Olive OL 


a an 


FACE POWDER 


Crystal Corporation, Dept.90 
Willis Avenue, New York City 


Please send me a Free. Sample of Outpoor Girt 
Face Powder, Lip-and-Cheek Rouge, and Perfume. 


Name. 
Address 
City 


ee eee 


N the business of advertising the main business is “to be 
read”. We reproduce here two advertisements, remarkable 
for their high readership and reader action. 


If you seek volume sales, here in True Story Magazine is a 
mass reader group which reads and responds—a new, un- 
duplicated reader group checked for reader interest and 
reader spending issue by issue through newsstand repurchase. 


FOR SKEPTICS 
Advertiser later checked coupon senders for sales. Found 38% 
Outdoor Girl users. Details of this careful unbiased check on 
request. True Story Magazine, 420 Lexington Ave., New York. 
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NO MAN CAN RESIST 
THE ALLURE OF A 


LV 


Do people regard you as pretty sometimes? 
Or do you bear the reputation for constant 
loveliness that goes with a flawless skin? 


If the mirror shows your face losing some 
of its radiance . . . growing rough, with a 
suggestion of coming lines and wrinkles... 
try using OuTpoor Girt Olive Oil Face 
Powder. There's nothing like it for smoothing 
away coarseness and restoring to your cgm- 
plexion its young, alluring beauty. 


Outpoor Girt is the only face powder 
made with an Olive Oil base. It is soft and 
fluffy in look and feel, yet it clings longer 
than any other powder. 


Try this different face powder today. In 7 
smart shades to blend naturally with any com- 
plexion. The Good Housekeeping “Seal of 
Approval” is your guarantee of quality. 


OutTpoor Girt Face Powder and other 
Olive Oil Beauty Products are sold by lead- 
ing drug, department and chain stores in 3 
sizes — 10c, 25¢c and 50c.* If you want to 
try 3 of thes¢ popular preparations, mail the 
coupon for the Free “Introductory Sampler.” 


*Reduced price,in keeping with the times! 
Regular $1.00 size Face Powder = now 
50c. Same quality! Same quantity! Same 
package! Nothing changed but the price. 


OUTDOOR GIRL 
Ch. ee 


ie > Ceara 
Crystal Corporation, Dept. 

Willis Avenue, New York City 
Please send me your free “Introductory Sampler,” 
containing liberal trial yo of Outpoor GiRL 
Face Powder, Lip-and-Cheek Rouge, and Perfume. 
Name. 
Address. 


City, 


MOTHERS —“AVERAGE AGE 33” 


“ANALYSIS OF THE CIRCULATION OF TRUE STORY” 
— ASSOCIATION OF NATIONAL ADVERTISERS 


| — rr -— —— é a 
5 oe 
— AD proouct? be: 
}y . h 3 323 THIs 
FT RePLics: 3 4 PRODUCED c 
= Satpal 
=|: — 4 ,4 
: oe ssve = % 
ge cou “yuNeE 1933 ?— bro se OUP on, 
a MT Quanant Besa Thi, REPL ip 
= Daas 1,800,008 00 = Sum i 1933 ! . 
= a ee ~ 
a re 1¥ 3 co ar ae 
= ew ae r 
E3 .. ag. PER cia : 
= , 5 5 2 Ep, * : 
= ay ty . 
ra 5 ca Ses is f acs 
seit 
ro hee 
a z 
‘ews. < ee, a 
oes . Rae hee 
ie rie = ae s ae a 
J f a 7 a | ¥ . 
: Si. ae a 7 ‘B , ne : k bee ; 
“ 4 ie ’ f al fae ; ilies a . ¥ 2s 
oo yj | Foy 71s Po . | > ae —6wvae 
"4 1h, ane STREET, NEW YORK was ts * ey . 
, 4 sag } io . Pee ae 
a 9 mes B ne ss ae F i . ~ r ; a iy f 
eo — oo 5 : ; a ae 
i ' sp ar me il He ve : : e fe i . : \ = ; i ee 
ps ae 6. Sat > cia eas = es - ee ay Ba = ial — = a 
> a oe ee a sige Sioa * ae a 
iS be 4 Be ‘siees oe er ie, 
Pe 420 Lexington Avenue : ¥ F a & “ 
; New York city 4 : 4 - 
ae yee 3 “ee si . oe? . 
1 neve just re -. ee 
snaioating the = Pie 
various publi 3 an “eo fo fae 
Qatober ~ oe le colwm Outdoor G iri rg or ee — 
oS the period 28 ite 
1933. a a 
navert sement which we inserted in — a ae 
% as woll- This a a 
\4 in 34, 492 coupons 3 = 
| ses from these 4 nem 
_ | — 4 i 
a a : a 
e. ae J 
pe Boras r e 
Bs ¢° = 
= ee 
. fea 
| 4 
| oer rps - eh 
2 3 
sesearsar oA — a j 
| a So Se Saas * x ae a 
ae oe: babes e She eg SEES “a 
ssstsbacc exact Casadicses pubic ide ces aN ics sci _ 
. yy seaman we ORE aE Le = 
: 
=| “78% MOTHERS”— YOUNG Sat ae aa 
ar tae a le Na cea ; i 
a ey: a _ 7 ke. Sra Sa eer eee as : 
be: ce ae e. see es Sues it inlet mae eee ee pare 
a a PU were Aan eenan “fl ema ae ies, epi eh jac eee : ie hi rae Se esos pe aa Ox fee hee ee pee ra se saad : 3 : 
oe ek Cee en Tie Bs ae ae en a: ee ae ee! a me 
ee a eae Ei Rees et ee oe tbe > are a aes See renee a. eee eS aa x “See en eo ae ale Bae 
rx ee eee A eames as yy eet ‘aoa ‘i Gael sae J ot z 96 a = ears tee “SGP ey sei $e pe a : ae oe fi 
Ren ees, ee ee en tae eae eee ae pi a Siri. oie 
Bg inert 6-5 9 em Sige aa ea! 


aa 


6 


ADVERTISING AGE 


December 2, 1933 


TUGWELL BILL'S 
FAULTS ANALYZED 
BY E. E. CALKINS 


Tells Objections to ‘Good 
Housekeeping” Readers 


New York, Nov. 29. — Admitting 
that the Tugwell bill, designed to re- 
place the present pure food and drugs 
act, is admirable in purpose, Ernest 
Elmo Calkins, writing in the De- 
cember issue of Good Housekeeping, 
nevertheless warns American house- 
wives that passage of the bill in its 
present form would prove a serious 
mistake and would harm not only 
manufacturers of foods, drugs and 
cosmetics, but consumers as well. 

In discussing the bill in non-tech- 
nical terms for the readers of the 
publication, Mr. Calkins reviews the 
many specific objections to it which 
have been advanced by manufactur- 
ers, publishers and advertising men, 
and also points out that the present 


is a poor time to place such an act 
in operation, since it is bound to 
have a serious effect in upsetting 
business, temporarily at least. 

Discussing the legal regulation of 
advertising in broad terms, Mr. Cal- 
kins declared: 

“You desire as I do that advertis- 
ing should be wholly believable, and 
you would welcome any legislation 
that made this possible. I warn you 
that it is difficult if not impossible 
to accomplish this by law, especially 
a law that tells the advertiser spe- 
cifically what to say. The spirit of 
sincerity is easily recognized, unmis- 
takable, but it can not be defined or 
reduced to a formula. It would be 
deplorable if the federal government 
in its first recognition of this im- 
portant matter should blunder and 
confuse the issue by attempting the 
impossible.” 


Own Corrective Force 


“Efforts to regulate advertising 
fail to do justice to the corrective 
value of advertising itself,” Mr. Cal- 
kins continues. “The white light of 
publicity that beats around an ad- 
vertiser’s factory and product is a 
sort of therapeutic agent. The better 
he is known, the more widely adver- 
tised, the more difficult it is for him 
to indulge in questionable practices. 
On the other hand, the food and 


drug violations run to earth in the 
past all seem to bear unfamiliar 
names. They are obscure to most of 
us because in no real sense have 
they ever been advertised at all. 

“This is not always true either 
way, but in most instances, par- 
ticularly foods, the advertising itself 
is the primary cause of clean, well- 
lighted factories open to public 
inspection, sanitary workers, modern 
laboratories, and not infrequently 
higher standards than demanded by 
law.” 

An interesting possibility under 
the proposed new law was pointed 
out by Mr. Calkins in this fashion: 

“One of the diseases for which it 
is illegal to advertise a cure is diph- 
theria, and here is an enlightened 
insurance company advertising a 
cure for diphtheria and conferring a 
great benefit upon humanity in do- 
ing so. The Metropolitan Life In- 
surance Company says in its adver- 
tisements, and has been saying re- 
peatedly, that this dread disease can 
be stamped out by immunization, by 
the Schick test. It would be useless 
for the insurance company to reply 
that it had no financial interest in 
the remedy, that its advertising was 
a goodwill contribution to the public 
welfare, that through its ministra- 
tion the mortality from diphtheria 
has been cut from 13,500 to 8,000 in 


A series of current surveys of the mid- 
west market which show the public 


preference for various products is avail- 
able. Advertising executives may obtain 
copies by making inquiry on their letter- 
heads and stating the kind of products 
in which they are particularly interested. 


THE CROSLEY RADIO CORPORATION 


POWEL CROSLEY, Jr., President 


CINCINNATI 


eight years. The bill makes no 
allowance for intentions or even re- 
sults. Technically the insurance 
company would be guilty.” 


Pictures Procedure 


A doleful picture of the drastic 
powers conferred upon the Secre- 
tary of Agriculture by the bill was 
drawn by Mr. Calkins. 

“The Secretary of Agriculture or 
an assistant, is authorized to enter 
any factory at any time, examine 
all products, watch all processes,” 
he pointed out. “If admission is re- 
fused, he can secure an injunction 
which stops all shipments of goods; 
that is, stops the business, for busi- 
ness is distribution. If he finds con- 
ditions he does not like, but insuffi- 
cient as grounds of action, he can 
license the factory, and suspend the 
license the moment any condition of 
the license is violated—which stops 
the business. 

“He is authorized to set up stand- 
ards of quality, to make definitions, 
to pass on the shape and size of 
containers. These things are not 
defined in the bill. They are left to 
the discretion of the secretary.” 


Jersey Health 
Officers O.K. 
Tugwell Bill 


Atlantic City, N. J., Nov. 29.—The 
New Jersey Health and Sanitary As- 
sociation and the Health Officers’ As- 
sociation of New Jersey joined Satur- 
day in resolutions endorsing Senate 
bill 1944—the Tugwell bill—to 
strengthen the pure food and drugs 
act. 

Dr. Frank J. Osborne, of East 
Orange, in his presidential address 
to the first-named organization at its 
fifty-ninth annual convention, also 
praised the measure, urging his fel- 
low members to build up public senti- 
ment behind it. 

“The old food and drugs act,” he 
said, “after 27 years’ experience has 
been found as full of holes as a sieve. 
It not only does not cover false ad- 
vertising except on the label, but does 
not mention cosmetics and eyelash 
dyes, dangerous foods, nor false cura- 
tive claims for drugs. Nor does it 
allow sanitary conditions in food 
establishments to be inspected by 
the federal government. 

“It is evident to those who know 
that commercial interests which gain 
through tricky advertising or mis- 
representation, or who market 
dangerous cosmetics, drugs and pat- 
ent medicines, will fight the bill bit- 
terly.” 

The resolutions set forth that the 
1906 law “proved to be a powerful 
weapon in the protection of the 
health and welfare of the people.” 
However, they held “this act is at 
present inadequate to cope with cer- 
tain modern developments and dan- 
gerous and fraudulent conditions and 
practices, which menace the public 
health and welfare.” 

Copies were sent to federal officials, 
the New Jersey delegation in con- 
gress and Governor A. Harry Moore. 


Griswold Takes Helm 


of “Business Week” 


Glenn Griswold, formerly  pub- 
lisher of the Chicago Journal of 
Commerce, and prior to that, finan- 
cial editor of the Chicago Tribune, 
took up his new duties as publish- 
my director of Business Week Nov. 


Dwight M. Mills, with the publi- 
eation since its inception, will con- 
tinue as advertising manager of 
Business Week, and will be in direct 
charge of advertising sales. 


Jolson, Whiteman Back 


Al Jolson, Paul Whiteman and 
Deems Taylor will be back on the 
air together after the first of the 
year. Sponsored by Kraft’s, the pro- 
gram will be heard Thursday nights 
at 10 p. m., EST. 


Celebrate Birthday 


The Campana First Nighters will 
celebrate their third anniversary on 
the air with the program of Friday, 
Dec. 1. During this period the or- 
ganization has presented 156 orig- 


inal three-act plays. 


HEADS LEGIONNAIRES 


Thurlow Brewer 


Chicago, Nov. 29.—Thurlow 

Brewer, of The New Yorker, was in- 
stalled as commander of Chicago 
Post No. 170, American Legion, at 
the monthly meeting at the Tavern 
Club Monday. Mr. Brewer, who sue. 
ceeds Vernon D. Beatty, is the first 
publication representative to head 
Chicago Post since Kellogg M. Pat- 
terson, of the Cincinnati Times-Star, 
served as first commander seven 
years ago. 
Henry Slamin, George A. McDevitt 
Company, is first vice-commander; 
E. Ross Gamble, Erwin, Wasey & Co., 
second vice-commander; Fred Cross, 
Alemite Corporation, third vice-com- 
mander; A. G. Ensrud, J. Walter 
Thompson Company, treasurer; K. E. 
Shepard, of the agency of that name, 
assistant treasurer; A. W. Swan, 
Swan Studios, adjutant; and Elmer 
Flagler, New York News, assistant 
adjutant. 

Directors for three-year terms were 
elected as follows: Paul Harper, J. 
Walter Thompson Company; Arch 
Crawford, Curtis Publishing Com- 
pany; W. C. Savage, Scripps-Howard 
Newspapers; Albert Freitag, Pepso- 
dent Company; and A. S. Vinnedge, 
Literary Digest. 

Robert Preble, W. F. Quarrie & Co., 
was elected a director to fill an un 
expired term. 


J. H. Whitely Opens 


Office for Gunnison 


J. H. Whitely has joined Stanley 
E. Gunnison, Inc., New York agency, 
as western representative. He will 
occupy offices in the Monadnock 
Bldg., San Francisco. 

Mr. Whitely was formerly presi- 
dent of Campbell, Lowitz and White 
ly, Inec., and previous to that vice 
president of Cecil, Warwick and Ce 
cil, both New York agencies. 


R. I. Town Criers to 
Hold Annual Dinner 


The 18th annual souvenir dinner 
of the Town Criers of Rhode Island 
will be held March 12 at Providence. 
Tickets sell at $15 per couple. 

Each person receives samples and 
full-sized packages from hundreds of 
advertisers as well as a door prize 
valued at from $10 to $400, all of 
which are donated by national ad- 
vertisers. 


“New Masses” Resumes; 
Appoints Wesley John 


New Masses, New York, which sus 
pended as a monthly with the Sep 


tember issue, will resume as 4 
weekly Dec. 29. 
Wesley H. John, formerly of 


House Furnishing Review and the 
Chicago Evening Post, has been ap 
pointed advertising representative. 


Utility Picks United 

Penn Central Light and Power 
Company, Altoona, Pa., serving 5,500 
square miles in central Pennsyl- 
vania, has appointed United Adver- 
tising Agency, New York. Institu- 
tional and merchandising campaigns 
are being prepared. 


Snowden Joins “Today” 


John W. Snowden, for eleven 
years with Condé Nast publications 
and later with The Sportsman, has 
joined the advertising staff of 


Today, New York. 
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GENERAL ADVERTISING of the First Fifty Weekdey MORNING PAPERS 


As measured by Media Records, Inc. 
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De Soto Ready 
For 1934 Fight 
With “‘Airflow’’ 


(Continued from Page 1) 


In a novel manner, spreads during 
the teaser campaign will be laid out 
so that the left hand page shows 
just enough of the new car to in- 
cite curiosity, and the right hand 
page is devoted to editorial-style 
copy and sketches explaining and 
demonstrating the radically new 
principles employed in construction 
of the new car. 


Shows Transformation 


The first teaser will include 
sketches of an old horse and buggy, 
a conventional automobile, an air- 
plane and the new De Soto, in an 
effort to point out that that is the 
progressive trend in transportation 
design. 

Referring to all previous efforts 
of the industry at streamlining as 
superficial and obsolete, initial 
teaser copy will declare: 

“You have seen the beginning of 


streamlining . sloping radiators 
and windshields, rounded _ sterns. 
These are external details. The 


AIRFLOW De Soto will be the first 


built 
aerodynamic 


true streamlined automobile, 
in accordance with 
principles.” 

Teaser copy will claim smooth 
riding as one of the chief virtues of 
the new design. 

Among other claims for distinc- 
tion for the new car will be that of 
an “automatic ventilation” system, 
which will be described as “a new 
type never before employed.” 

Although price will not be an- 
nounced until the New York auto 
show, it is known that the new cars 
will compete in the popular price 
field. 

In addition to national advertising 
placed by the company, dealers will 
cooperate with unusual window dis- 
plays and several direct mail pieces 
to prospect lists. 


Has “Mixology” School 


The Blue Ribbon Spa, Michigan 
Ave. and Jackson Blvd., Chicago, is 
conducting a school for hostesses, at 
which Wallace Rice will teach the 
art of mixing and serving drinks. 


Barling Returns to Desk 


After an illness of three weeks, 
Eugene H. Barling, vice-president 
and sales manager of the United 
Advertising Corporation, Newark, N. 
J., is back at work. 


Issues Color Guide 


The Beckett Paper Company, Ham- 
ilton, Ohio, has issued “The Buckeye 
Cover Color Guide,” by Faber Bir- 
ren, The book contains much infor- 
mation on color harmony, explaining 
the principles and application of 
eolor, and recommendations for 
proper inks to be used with various 
colored paper stocks. 


Start Co-op Campaign 


Manufacturers and retailers of 
recreational accessories will launch 
a cooperative campaign in 1934, the 
first move in which will be the Na- 
tional Recreation Accessories Ex- 
hibit to be held at Hotel Pennsyl- 
vania, New York, Jan. 19-26. 


Chains Use Credit 


The Federal Trade Commission's 
latest chain store study shows that 
cash sales were 90 per cent of the 
total while credit sales amounted to 
10 per cent. The credit sales were 
limited to slightly less than one- 
half of the 1,700 reporting stores. 


Mathes Joins Agency 


Thomas D. Mathes, coming from 
Expello Corporation, Dover, H., 
client firm, has joined the produc- 
tion staff of J. M. Mathes, Inc., New 
York agency. He is a nephew of 
the agency’s president. 


Thousands of people read your ads in their homes, offices 
and in fact everywhere but in most cases far removed from 
the retail outlets where they are sold. 


By the time they reach the dealer, many have forgotten 
the buying urge you have planted in their mind. 


Here is the point where a smiling, clean-faced Ing-Rich 
Porcelain Enamel Sign will do you a valuable service—a 
pleasant, weather-proof reminder that is successfully clos- 
ing that vital gap between the consumer and the retail 
outlet for many of the nation’s leading advertisers. 


Ing-Rich Signs, with their everlasting vitreous porcelain 
enamel finish, are the most permanent form of advertising 
you can select for product identification. Their original 
cost divided by the years they last makes their first cost 


insignificant. 


We maintain a completely equipped Art Department with 
years of experience in sign design ready to visualize ideas 
and submit sketches in actual colors for your personal 
selection. We shall be glad to prepare a sign for your 
inspection and approval without obligation. 


INGRAM-RICHARDSON 


MANUFACTURING COMPANY 


Beaver Falls, 


Pennsylvania 


———e 


DISTILLERS ARE 
DOWNHEARTED ON 
EVE OF REPEAL 


Legal and Code Worries Dry 
Up Advertising 


New York, Dec. 1.—Complications 
involving taxation, foreign trade re- 
lations and embargoes, censorship 
and uncertainty in the form of state 
regulation have nearly paralyzed 
liquor advertisers on the eve of pro- 
hibition’s demise. 

Present indications are that next 
Tuesday’s newspapers in wet com- 
munities will not participate enthusi- 
astically—in an advertising sense— 
in the celebration of the dry era’s 
end. Some agencies do not expect 
a reasonable showing of liquor copy 
until the holidays. 

The past week’s advertising of al- 
coholic beverages in papers earnestly 
seeking the business and able to 
handle it was negligible, and orders 
for space next week, ADVERTISING 
AGE learns, are conspicuously few. 

The National Broadcasting Com- 
pany, which up to date has main- 
tained silence, soon will announce a 
policy with respect to liquor adver- 
tising. It was learned at headquar- 
ters that meetings are being held to 
determine the policy. A definite an- 


nouncement will be made within a 
few days. 
Columbia Broadcasting System's 


policy is to accept wine and reject 
hard liquor, maintaining strict cen- 
sorship over both the entertainment 
and commercial announcements of 
wine broadcasts. No wine programs 
have been scheduled yet. 


Liquor Interests Quiet 


Broadcasting companies believe 
they are better situated to handle 
the advertising than newspapers and 
periodicals. The Reed amendment, 
with its mailing restrictions, does 
not apply to broadcasting, according 
to informal opinion of federal author- 
ities. 

Though known to be dissatisfied 
with the substitute code drawn up 
by government officials in place of 
their own, leaders among domestic 
distillers suppressed their opinions 
on the matter, not wishing to give 
cause for antagonism. 

The fact that the substitute code 
contained characteristic language of 
the Tugwell amendments did not 
loom larger to them than other as- 
pects of the muddle which greets 
liquor’s return. 

Appraising the copy situation* this 
week, agencies, distillers and import- 
ers looked forward gloomily to a 
continuance of illicit trade. A string- 
ent control over issuance of retail 
licenses was regarded by some as 
being one of the causes for the van- 
ishing of what a few weeks ago was 
potential advertising. 

The wholesale trade tightened its 
purse strings when faced with the 
reality of a stiff bootleg competition. 
In New York state, with its vast 
population, only 5,100 licenses to re- 
tail alcoholic drinks have been is- 
sued, they point out. Prospective 
advertisers say they expect a far 
greater number, denied licenses, to 
take up illicit trading. 


Expects Surprise 


“The small volume of copy appear- 
ing next week will probably sur- 
prise many people,” one agency ex- 
ecutive said. “We had to cancel a 
great many advertisements in the 
past month. It is useless to adver- 
tise the goods in face of almost cer- 
tain shortage caused by embargoes 
and limitations of the proposed im- 
porters code. 

“The discouragement of domestic 
distillers is evident in the recent an- 
nounced closing of distilleries in 
Pennsylvania, partly because of pros- 
pects of high taxation.” 

Credit conditions are responsible 
in part for the low ebb of liquor ad- 
vertising. Many firms want to ad- 
vertise but expect agencies to give 


60 to 90 days’ credit and speculate 
n the possibility that immediate 
sales will pay for space and service, 

Probably the most extensive ad. 
vertising of liquor done during the 
past several days was that of Baird. 
Daniels Company, Inc., Oxford dry 
gin. It ran full pages in 25 to 30 
upstate New York papers before ap. 
pearing in the New York Herald 
Tribune Wednesday. 

Plans to run it elsewhere are ip. 
definite, depending largely on the 
company’s ability to become again 
established nationally. Hanff-Metz. 
ger, Inc., is its advertising agency, 

Copy bore two testimonials. A let- 
ter, reproduced, from Wm. N. Nigley, 
manager of Hotel Astor, contained a 
strong condemnation of “bathtub 
concoctions” and told of this hos. 
telry’s use of 750 cases of the brand 
each month just prior to prohibition, 
The other testimonial, given by BE, 
Godwin Clayton, English chemist and 
analyst, went back to 1910. 

Ostrucon Distilled Preducts Com- 
pany, Inc., ran its first copy on High- 
Hat triple distilled gin during the 
week, its aim being to obtain dis- 
tributors. Hudson Advertising Com- 
pany is its agency. 

Laird & Co., Scobeyville, N. J., ran 
300 lines announcing its apple jack 
in the New York Times and Mirror, 
United Advertising Agency has the 
account. 

A sideline liquor advertisement 
was placed by Universal Fixture Cor- 
poration, New York, on a new line 
Of all-steel wine and liquor cabinets 
for wholesaler, dealer, hotel, club, of- 
fice and home. 


S 


Getchell Adds 
Leininger and 


Blees to Staff 


Detroit, Mich., Nov. 29.—Two im- 
portant additions to the staff of 
J. Stirling Getchell, Inc., New York 
and Detroit, were announced this 
week. 

W. A. Blees, formerly vice-presi- 
dent and general sales manager, 
Buick-Olds-Pontiac Sales Company, 
has joined the agency in an execu- 
tive capacity. He will make his 
headquarters in the New York office. 

William H. Leininger, formerly 
vice-president, United States Adver- 
tising Corporation, has joined the 
Detroit Getchell office, where he will 
contact the De Soto automobile ae- 
count. 

S. Robert Swiss, also a vice-presi- 
dent of United States Advertising 
Corporation, resigned this week to 
join a Toledo insurance firm. 


Gilmore and Hughes 
Revive Liquor Paper 


Thomas Gilmore, editor and pub- 
lisher of the paper prior to prohibi- 
tion, has been named president of 
Bonfort’s Wine and Spirits Circular, 
Inc., the new company formed at 
420 Lexington Ave., New York, to 
publish Bonfort’s Wine and Spirits 
Circular. 

Thos. F. Hughes, formerly adver- 
tising manager of Mida’s Criterion, 
is general manager, and W. A. Wil- 
son has been appointed New York 
district manager. 


Charles Seested, Old 
“World” Man, Is Dead 


Charles Seested, 61, independent 
newspaper merchandising expert in 
New York since the New York World 
ceased publication in 1931, died Nov. 
27 at his home in Brooklyn. 

He served with the business de 
partment of the Kansas City Star 
for 30 years, leaving in 1916 to join 
the World as merchandise manager. 


Two Appoint Peck 


Advertising of Pierre Bonard, Inc. 
New York, producers and distribu- 
tors of domestic and imported wines, 
and Joseph Beck Sons, Inc., New 
York, maker of Beckmore and 
Geneva Goose Whiskey, has been 
placed with Peck Advertising 
Agency. Newspapers will be used 
for both accounts. 


“Outdoors’ ’ Expands 


Outdoors has taken over the en 
tire paid subscription list of the 
Michigan Sportsman Magazine, 
which has ceased publication. 
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MR. GLENCANNON BIG BEN 


of the S. S. Inchcliffe Castle and 100,000,000 timepieces 
Unknown a few years ago, Mr. Glencannon, Scotch The Western Clock Company authorizes us to say: 
inside and out, is more famous today than many “Big Ben was born in the Post and raised by the Post. 
“celebrities” in the flesh. Millions follow him and the Beginning in 1910, we used the Post exclusively for five 
tramp, “Incheliffe Castle,” as they find droll adven- years. Every year for 23 years, the Post has been the 
ture in foreign ports. Every day the editorial mail largest factor in our advertising. 
is full of re-orders for Glencannon. ** And, we have sold more than 100,000,000 Westclox 


timepieces since we began advertising in the Post.” 


THE SATURDAY EVENING POST has unique ability to create Millions first met their clocks, automobiles and refrigerators 


nationally known character . . . Fictional character that folks there, too. 
enjoy and follow ... Product character that they want... and The Post will go on creating fictional characters that you will 
buy. know, like and remember. And the Post will go on creating fac- 


Millions met Tish, Mr. Tutt, Charlie Chan and Tugboat Annie tual characters for quality products—products you may buy or 
in the Post. make or sell! 


THE POWER THAT BRINGS NATIONAL REPUTATION TO AUTHORS AND LIFE TO THEIR CHARACTERS IS 
THE SAME POWER THAT GIVES NATIONAL REPUTATION TO ADVERTISERS AND LIFE TO THEIR TRADE 


THE SATURDAY EVENING P 
AN AMERICAN INSTITUTION” a 
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G. M. TELLS AIMS 
OF ITS RESEARCH 


Detroit, Mich., Dec. 1.— The cus- 
tomer research staff of General 
Motors Corporation this week mailed 
to all persons who answered their 
last questionnaire on automotive de- 
sign a new booklet thanking them 
for their interest, and explaining 
more generally the purpose of the re- 
search activity. 

“The whole philosophy,” says the 
booklet, “might be summarized as fol- 
lows: 

“If a company can ascertain con. 


cretely and in detail just what its 
buyers would like to have, if it can 
build its products in conformity with 
those desires and design its sales 
and advertising messages so that 
they will answer the questions that 
are uppermost in the mind of the 
motorist, obviously there will be a 
continued improvement in the mer- 
chandising processes and a broaden- 
ing of the service rendered. 

“Merchandising has been aptly de- 
fined as a problem of getting the 
right product, at the right place, at 
the right time, and at the right price. 

“Customer research contributes to 
this end.” 

The booklet concludes with a state- 
ment unusual in its frankness, con- 


sidering that the message is ad- 
dressed to consumers. 
“Occasionally,” it says, “someone 


asks if our customer research activ 
ity isn’t just a sales idea or an ad- 
vertising ‘stunt.’ 

To Broaden Goodwill 

“The answer is most emphatically 
‘YES’—that is, providing you leave 
off the word ‘Stunt.’ 

“There is nothing altruistic about 
yeneral Motors research. We ex- 
pect it to broaden our goodwill. We 
expect it to help us sell more auto- 
mobiles. And we expect these bene- 
fits to be permanently assured in- 
stead of short lived because having 
the facilities, the talent and the de- 
sire to serve, coupled with the 
knowledge of how you want to be 
served, there seems no reason why 
we cannot serve you in line with 
your desires—serve you in a manner 
that will merit your continued and 
increasing patronage.” 


Hellmann With Murphy 


Walter C. Hellman, who formerly 
conducted an agency under his own 
name in Philadelphia and _ before 
that was connected with A. B. 
Kirschbaum Company and B. Kup- 
penheimer, Chicago, has joined the 
Philadelphia office of Carroll Dean 
Murphy, Inc., as account executive. 


J oins Critchfield 


Oren Arbogust, formerly operator 
of his own agency, and before that 
with Erwin, Wasey & Co., has joined 
the executive staff of Critchfield & 
Co., Chicago, as head of the copy 
department. 

Names Eddy 

Charles H. Eddy Company, Chi- 
cago, has been named to represent 
the Halifax, N. S., Herald and Ez- 
press in the national field. 


i Ber — ¥] 


FIFTY BREWERS... 
NOW USING THEM... 


Distinctive,..POINT-OF-SALE SIGNS 


Chances are that you, reader, are 
. (well, maybe you 
have tried your hand at it). . . But you 


not a brewer. . 


do have things in 


brewers—among them, a Merchan- 
dising Problem. And you have an 
answer to this Problem—you have a 
Merchandising Plan. Your Plan in- 
cludes advertising of various kinds 
. . « Newspaper, magazine, radio, 
bill-board . . . and, to tie these up, 
you have something to say at the 
Point-of-Sale. Or do you? Chances 
are you do, because what Merch- 
andiser does not recognize the im- 
portance of identifying his dealers 
. .. of making that final and most time- 


ly advertising effort 


sumers favor where the consumer 


comes to buy. 


Fifty brewers, in the past few months, 
have decided to use Meyercord De- 
calcomania Signs . . . to identify their 
dealers . . . to advertise their beer, 
where beer is sold. No reason why 
fifty merchandisers of sugar, or spice, 
or anything nice, shouldn't have made 
the same decision, in the same short 
span of time. No reason perhaps... 
except... the merchants in sugar and 
spice didn’t have the same FRESH 


realization of their need of a good 


Point-of-Sale Sign. 


Fifty merchandisers in a large and im- 


portant industry . . 


needed practical, economical Point- 
. chose Meyer- 


of-Sale advertising . . 
cord Signs. 


Perhaps you, too, can use Meyercord 
Signs to advantage. Will you send 


us your inquiry? 


common with 


for the con- 


knowing they 


Ips 
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The MEYERCORD CO. 


208 WEST WASHINGTON ST.::: CHICAGO, ILL. 


CENSORSHIP OF 
RETAIL COPY TO 
BE INTELLIGENT 


Whalen Reassures Philadel- 
phia Advertisers 


Philadelphia, Pa., Noy. 28.—Assur- 
ance that advertising copy censorship 
under the NRA retail codes will be 
broadly carried out so as not to con- 
stitute a burden on legitimate busi- 
ness was given here Friday by Gro- 
ver Whalen, head of the NRA move. 
ment in New York, in an address to 
several hundred executives and ad- 
vertising men and women at the 
concluding meeting held in conjunc- 
tion with the Direct Mail Advertising 
Association exhibit at the Poor Rich- 
ard Club. 

The exhibit came here fresh from 
its triumphs in Chicago and St. Louis 
and leaves here for Boston where it 
will open Dec. 4. The high-lights of 
the exhibit came Friday in an all- 
afternoon session of talks by Mr. 
Whalen, who is also president of the 
Advertising Club of New York and 
general manager of John Wana- 
maker; Eliot Wight, president of the 
D. M. A. A.; Charles R. Wiers, vice- 
president, DeLong Hook and Eye 
Company; William Wilson, sales 
promotion manager, National Carbon 
Company; Allan Brown, advertising 
manager, Bakelite Corporation; and 
Al Harris, copy supervisor of N. W. 
Ayer & Son. 

“You are not going to find a gang 
of blue-penciling censors carefully 
serutinizing every piece of copy to 
determine whether that particular 
piece of copy meets with the approval 
of the particular censor in question,” 
Mr. Whalen declared in discussing 
retail copy. “You are going to find 
code authorities looking at the ques. 
tion in the large, perhaps suggesting 
modifications of advertising policy, 
but certainly prohibiting such adver- 
tising as constitutes a definite and 
clear-cut deception on the part of the 
public. 

Need Have No Fear 


“You legitimate advertisers need 
have no concern over the advertising 
provisions of the code. They were 
inserted to do away with the illegiti- 
mate advertisers, to make your own 
advertising worth more per dollar 
than you are getting today.” 

Mr. Wilson told how National Car- 
bon Company created a radio market 
among the 20,000,000 unwired homes 
in the United States by developing 
the air cell and then inducing radio 
set manufacturers to produce sets to 
fit those conditions. The story was 
singularly appropriate because the 
results were accomplished entirely 
through direct mail to dealers. He 
also said that the success of the cam- 
paign was so great that the original 
$75,000 appropriated for the cam- 
paign may be considerably increased 
if necessary. 

In an address on “Better Letters 
for More Business,’ Mr. Wiers de- 
plored the lack of the human quali- 
ties in letter-writing and was sharply 
critical of adherence to form—each 
piece of letter writing should be an 
individual production, he said. 

Mr. Wight explained the purposes 
of the booklet, “49 Ways Direct Ad- 
vertising Can Be Put to Work,” pub- 
lished by his association. Mr. Har- 
ris spoke on “Adjusting Your Adver- 
tising to Changing Conditions,’ and 
Mr. Brown spoke on “Coordinating 
Direct Advertising with the Advertis- 
ing Plan as a Whole for Low Cost 
Selling.” H. H. Kynett, president of 
the Poor Richard Club, presided at 
the luncheon and L. R. Garretson, ad- 
vertising manager, Leeds and North 
rup and president, Eastern Industrial 
Advertisers, was chairman of the 
afternoon meeting. 


Macfarlane Made Manager 


James P. Macfarlane has_ been 
made sales and advertising manager 
of the Curtis Shoe Company, Marl- 
boro, Mass. 
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|| “Vox FABULAE* IN DESERTO’ 


* (FICTION to you!) 


7 Gains Recrutt 


‘he 4 
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The LARGEST WEEKLY 


ing 

and \, 

W. 

Ang ee —aK———— 


—_—_— 


nas Nondescript Latin, no doubt, but interesting news. 
ind In a wilderness of service magazines, uplift periodicals and “publi- 


ues: 


ing cations with a purpose”, Cosmopolitan’s voice alone has been raised in 
ver- 


at praise of fiction as a forceful advertising medium. 
he . . . 
| Safe in the knowledge that “the love of good stories is the common 


eal meeting place of all intelligent minds” we waited patiently for other 

er voices to join us in spreading the gospel. 

Mat Into the fold of those who appreciate the value that sticks to a ie 
car good story we are glad to welcome the Saturday Evening Post (according | 
-_— to its own advertisements beginning in its issue of November 18, 1933.) 

st Advertisers who share the avowed faith of these magazines in 

the the advertising value of fiction need go no further in their search for 


on mediums that sell goods. 
eg 
ased 


ters 


So we can publicly state what we have long privately be- 
al lieved—that the backbone of almost every list should be 


rply 
pach 


a the world’s finest woman’s magazine, the world’s largest 

fs weekly, and Cosmopolitan—the world’s greatest monthly. 

Har- 

ee 

wer = 

re ts Posermational 

= “Greater TODAY than Yesterday... . comsbined withe 2 The CLASS MAGAZINE with more than 

— | Greater TOMORROW than Today!” mo J | all ONE and ONE-HALF MILLION Circulation 
1e | : 

ger 


57th STREET and EIGHTH AVENUE, N. Y. 
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PINEAPPLE MEN 
TEST EFFECT OF 
STORE DISPLAYS 


San Francisco, Cal., Nov. 29.— J. 
Walter Thompson Company, handling 
the Pineapple Producers Co-operative 
Association account, has announced 
that “staggering increases of from 50 
to 200 per cent in the sale of canned 
pineapple resulted when a number of 
retail outlets tested floor, counter and 
window displays and ‘special’ com- 
bination offers arranged by the as- 
sociation, according to a tabulation 
of results just completed. 

“Figures on these tests have been 
bulletined to the trade as a part of 
the merchandising support placed be- 


hind canned pineapple during the cur- 


rent nationwide advertising cam- 
paign. Grocery stores, independent 
and chain, in and around New York, 
Chicago and San Francisco, were 
used for the tests. They included 
large and small establishments in 
various types of residence districts. 

“Tests in promoting use of meat, 
cheese and salad ingredients with 


canned pineapple brought significant 
results, showing that well planned 
displays, without any additional sell- 
ing effort by store clerks, can ad- 
vance sales substantially. The same 
was found true with experiments 
made in selling three styles of pine- 
apple—crushed, sliced and tidbits— 
as a sales unit. Regular prices, or 
price concessions of only a few cents 
for combinations, were used in all 
experiments. 

“Most successful of the trials were 
those to promote large units of sale 
—three and six can groups of No. 2% 
pineapple to afford families a week’s 
supply of the fruit. The three can 
combination increased sales an aver- 
age of 126 per cent and the six can 
combination effected an average in 
crease of 117 per cent.” 

In December the association's sec- 
ond annual advertising campaign 
gets under way, using a group of na 
tional magazines. Featured are the 
definite benefits of eating pineapple, 
in terms of good health. 


Firm Reorganizes 


Trust Companies Magazine, New 
York, published for many years by 
Cc. A. Luhnow, who died last July 
19, will be continued by a new cor- 
poration. Glen B. Winship is edi- 


Picks Worth Hale 


torial and business director and 
Christian C. Luhnow is editor. 


| Advertising Company, Chicago. 


Worth Hale, formerly with Mce- 
Donald Publishing Company and the 
California State Chamber of Com- 
merce, San Francisco, has been ap- 
pointed advertising counsellor by 
Frank P. Weymouth, San Francisco 
vineyard products broker. 


Haig Is Sales Director 

N. K. Haig, for the past two years 
manager of fleet sales in the com- 
mercial car department, Chevrolet 
Motor Company, has been named to 
the new post of managing director 
of government sales. 


Dodge Promotes Two 


Oscar E. Mittelstaedt has been ap- 
pointed assistant director of adver- 
tising, Dodge Brothers Corporation, 
Detroit, and Allan S. Heaton has 
been named assistant director of 
merchandising. 


Textile Firms Merge 
The Kendall Company announces 
that the textile sales departments of 
Griswoldville Mfg. Co. and Lewis 
Mfg. Company, subsidiaries, will be 
consolidated and operated as Kendall 
Mills. 


Picks McJunkin 


The Seminole Flavor Company, 
Chattanooga, maker of trade-marked 
beverages, has appointed McJunkin 


Before Contracting ate 
r 1934 Linage Service west N-A-R 


Pretty Gladys Allen, receptionist for Lennen & Mitchell, is said to 
be the only one in the business who is also a telegraph operator. She 
has a wire at her desk, and talks to callers and sends code messages 
at the same time. William Scholtz, of the Los Angeles Advertis- 
ing Club, is giving a lot of time to boosting the All Nations Boys’ 
Club. 


Ben Morse, of Lawrence Fertig & Co., and his charming bride, back 
from a West Indies honeymoon, are nesting in Flatbush. Walter 
Hanlon, True Story promotion manager, should receive delivery of that 
girl he ordered about the time you read this. 


Frank Riggio, Lord & Thomas media man, is back from the hos- 
pital after a bit of nose surgery. He has written a clever poem which 
tells all about it, except that he gave himself a new Lincoln for being 
good while being hurted. 


If you like dogs and field shooting, the contribution of Tom Gilliam, 
Ayer executive, to the current Field & Stream is a big treat. 
Combining his two hobbies, Walter O’Meara, Benton & Bowles copy 
chief, has made a remarkable map showing the early settlements and 
fur trails in the Hudson Bay country..- . 


C. M. Chester, Jr., GF president and newly-elected Town Moderator 
(mayor to you) of Greenwich, Conn., is busy with a comprehensive re- 
form program. Ralph Strassman has retired again, is basking 
in Florida, and will sail Dec. 14 for a trip around the world. Brother 
Ed, who makes those fascinating charts for the A. N. A., will carry 
on. 


Jerry Byrnes, director of publicity for the Chicago Tribune, gradu- 
ated in law, but never practiced. He’d have made a great barrister. . 
Handsome Dan Frey, advertising manager of the Register-Tribune 
radio station KSO at Des Moines, was married last week to Miss 
Charlotte Thompson. When he saw her, he met his Waterloo (la.) 
...L. G. Blumenschine, v. p. & g. m. of the Hecker H-O Company, was 
pleasantly surprised the other day when he received a Sunny Jim 


blotter of the vintage of 1910. 
these years. . 


Daniel Henderson, 


tion. 


of the frustrated Mary 
viewers. . 


ing’s informal gatherings. 


New Margarine 
Campaign Begun 


(Picture on Page 24) 


Columbus, O., Dec. 1.—Backed by 
aun advertising campaign of close to 
national dimensions, the Capital City 
Products Company of Columbus has 
launched Dixie margarine, a new 
product which is said to represent a 
new departure in the margarine field. 
inasmuch as it is made with cotton. 
seed oil and other domestic oils. 

The fact that the product is made 
entirely of American products is 
played up in the advertising, which 
heralds Dixie as “an all-American 
product an all-vegetable prod- 
uct . . . an all-purpose product.” 

Initial newspaper copy, 235 lines 
on six columns, plays up the “new 
deal” appeal strongly and also takes 
advantage of the wave of criticism 
of margarines made with imported 
oils which has swept the country. 

“America’s own,” the copy says. 
“Not an animal fat product. Not a 
cocoanut oil margarine. Dixie—the 
delicious new-day food—ushers in a 
new deal for American housewives 
and American agriculture.” 

C. L. Jayeox, vice-president of the 
newly organized Columbus division 
of J. Horace Lytle Company, Dayton, 
is directing the campaign. 


Scheuerle Transferred 


Lou Scheuerle, formerly New Jer- 
sey, Pennsylvania and New York 
representative of the Irving-Cloud 
Publishing Company, Chicago, has 
been made special representative in 
the Ohio-Michigan territory for that 
company, publisher of Jobber Topics 
and Super Service Station. 


Chicago Mart Appoints 

The Merchandise Mart, Chicago, 
has placed its account with Erwin, 
Wasey & Co., Chicago. Magazines 


and trade papers will be used. 


His recently published book, ‘ 
Tudor, is 


A loyal Force fan had treasured it all 


The Harold Bissons are running ‘way up in the money in the 
Brooklyn Eagle double contract bridge tournament. . 
Grath, Cunard advertising manager, pronounces his name ‘McGraa.” 

. New York’s mayor-elect, Maj. LaGuardia, and his backer, Frank 
Tichenor, of the New Outlook, celebrated their victory with a vacation 
trip to Central America accompanied by their wives. . 


. Terrence Mec- 


who directs advertising promotion for the 
International Magazine Company, makes historical writing his avoca- 
‘The Crimson Queen,” a biography 


winning warm praise from re- 


Edward F. McSweeney, who was in New York for several weeks 
opening a new Office for Hall Printing, is the perfect m. ¢c. at advertis- 
The talent runs in the family. 
is the Eugene McSweeney who has just resigned as Boston advertising 
director for Hearst to become the city’s fire commissioner. 


His uncle 


Plan Five Year Drive 
For New Trade Alliance 

The newly formed Alliance of Re- 
tail Trade Associations of California, 
San Francisco, representing 18,000 
California business men, has an- 
nounced that it will use newspapers 
and other mediums in a five year 
educational campaign. 

The organizations represented in- 
clude California Retail Grocers and 
Merchants’ Association, California 
Retail Hardware and Implement As- 
sociation, Northern California Retail 
Druggists Association, and Allied 
Automotive Industries of California, 
Ltd. 


Kester to Speak 


to Dotted Liners 


W. W. Kester of LaSalle Exten- 
sion University will address a din- 
ner meeting of the Dotted Line 
Club, Chicago, at the Medinah Ath- 
letic Club Dec. 4 on “What's Ahead 
in Business.” 

This will be guest night, and ad- 
vertising managers and agency ex- 
ecutives wil! attend as guests of the 
business paper representatives who 
compose the membership of the 
club. 


Repeals Amendment 

By a large majority, the lower 
house of the Kansas legislature, now 
meeting in special session, has ac- 
cepted minor senate amendments to 
the resolution providing for a state- 
wide vote next November on a pro- 
posal to repeal the state’s 53 year 
old prohibition amendment. 


With Roberts & Mander 


J. T. Baral, Jr., for the past sev- 
eral years in the advertising depar't- 
ment of Proctor & Schwartz Electric 
Company, Philadelphia, has joined 
Roberts & Mander Stove Company 
as advertising manager. 


Starts Garden Paper 


The Garden Quarterly, a new pub- 


lication, has been started by Roy 
McDonald, 703 Market St., San 
Francisco. 
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THE WRITING 


ON THE WALL 


Being a plainly spoken, straight-from-the-shoulder 
review of cause and effect—and a prediction 


By RAYMOND LEVY 


Executive Vice-President 


THOMAS M. BOWERS ADVERTISING AGENCY, New York 


New York, Dec. 1.—Some of the 
proposed measures for regulation 
may do much to prevent advertising 
of an objectionable nature or that 
which practices outright fraud or 
promotes the sale of products that 
could be harmful to consumers. But 
there is another angle which is ex- 
tremely important to advertisers 
and the business of advertising—the 
ereat harm caused by public ridi- 
cule. 


Al Smith never uttered a greater 
wisdom or a greater truth than he 
did when he spoke right from that 
great heart of his recently on a sub- 
ject which, incidentally, had nothing 
to do with American politics. He 
said that nobody can successfully 
withstand ridicule for long. or words 
to that effect. 


And right there we have a state- 
ment which should be of tremendous 
significance to advertisers and ad- 
vertising men! American advertis- 
ing has been brought to a stage of 
ridicule which it cannot successfully 
withstand much _ longer. And so 
there is going to be a veritable revo- 
Intion in advertising! Strong words? 
Perhaps. But T believe there must 
be many who down deep in their 
hearts know it because they are dis- 
cerning enough to see and recognize 
the writing on the wall. 


Let me say here and now that I 
realize there are many and mighty 
whose wrath T may bring down on 
my head for what T am going to 
say herein—what IT have been want- 
ing to say for a good many moons 
but have left unspoken and un- 
written for fear that it would be 
construed as mere knocking or un- 
warranted calamity howling. But 
there is what virtually amounts to 
a calamity, and some of us are con- 
tinuing ahead with increasing its 
cause and the severity of its forth- 
coming effects. 


The peculiar thing about any kind 
of revolution, be it political or com- 
mercial, is that those who are to 
feel its results most, usually insist 
on remaining the most oblivious to 
its advance signs until almost the 
very last moment. And so it is to- 
day in advertising. Those who, by 
virtue of size and consequent 
strength, are the leaders in matters 
coneerning advertising, are begin- 
ning to take the initiative in fighting 
certain evil effects. But what is 
being done about the cause? You 
just can’t check a disintegrating dis- 
ease until you get to its cause and 
stamp it out! 


The Cause 


Let’s look at it fairly and squarely. 
In the last three years a great part 
of advertising has slipped backwards 
a decade. Oh, yes, I know it has 
been outstandingly successful for 
the time being for quite a few of 
those whom I bring under this state- 
ment. So also has the publication 
“Ballyhoo” (and others of its ilk) 
heen highly successful. The former 
played a great part in making pos- 
sible the success of the latter. The 
publication “Ballyhoo” reached its 
remarkable circulation not merely 
because of near obscenity (there 
were plenty of more obscene pub- 
lications) but because the public ap- 
preciated the ridicule it heaped on 
advertising. The humor in “Bally- 
hoo” had, on the whole, a certain 
amount of foundation in fact, and 
so it “clicked” with millions of read- 
ers. In a way the psychology is sim- 
ilar to that employed for years by 
Will Rogers. Beneath a great deal 


of his humor there has nearly al- 
ways been an element of serious 
truth which struck a vein of sym- 
pathy with the public. That’s why 
precious few comedians with funny 
gags and quips have risen to the top 
and stayed there for so many years 
as has Will. 


Even ridicule rarely succeeds un- 
less it has cause of which the public 
has conscious or subconscious knowl- 
edge. It was ridicule for the most 
part that recently brought deserved 
overwhelming defeat to the New 
York political machine which up to 
a year ago, when it again enjoyed its 
usual landslide, was considered ab- 
solutely unassailable. Listen to any 
group of consumers when the sub- 
ject of advertising is mentioned and 
you will hear how far ridicule of 
manufacturers’ advertising as a 
whole has stepped into the picture. 
Not infrequently, too, there's a cer- 
tain deserved bitterness underlying 
such ridiculing of advertising in 
general! 


The Effect 


What does this mean to advertis- 
ers and advertising men? Something 
more than a mere rumbling that is 
echoed in some current threatened 
disturbances in important directions. 
It means much more to any think- 
ing fundamentalist. Apart from 
certain qualifications which rightly 
deal with such phrases as “co-ordi- 
nated efforts,” etc., the fact still re- 
mains that advertising is salesman- 
ship in print. Let us therefore for 
just a moment consider that the vital 
requirement of salesmanship (other 
than “once-over” selling) is to get 
the potential purchasers to believe 
you. The less they believe you and 
your sales story, the less will be 
the sales that are made because of 
that story. An elementary and ob- 
vious fact, of course, but it is all 
the more strange because it is so 
that it should have been overlooked 
to the extent which has obtained. 


Believability, that all-important 
element, has been and still is being 
badly undermined by deserved ridi- 
cule. And one of our own great 
weapons—publicity—is being slowly 
but very surely turned against us to 
throw the spotlight on our short- 
comings. Truth in advertising! 
Quite a few advertisers are getting 
along fine by use of real advertising 
Skill instead of extreme exaggera- 
tions and misleading “hooey.” But 
practically all advertising of the sell- 
ing kind—that which deserves praise 
as well as that which deserves con- 
demnation—is already very much 
less productive than it would be 
were it not for the extent to which 
believability has been undermined 
by ridicule and the previous disillu- 
sionment of consumers who had been 
led to expect too much. 


Carnival Philosophy 


The plain fact is that a great many 
of us have followed the teachings of 
Barnum long after his era. We have 
used for merchandise the philosophy 
behind the circus freak show, for- 
getting that the public doesn’t like 
to be fooled with merchandise, re- 
gardless of whether or not they still 
do with freak shows when they are 
out to have some fun with a few 
coins. 


The irony of it all is that it is 
not and never has been necessary 
to substitute hokum for skill in ad- 
vertising. The advertiser who says 
that the former made a big increase 
in sales for any appreciable length 


of time since he changed to that 
method, simply didn’t have enough 
skill in his advertising, if his mer- 
chandise is deserving of the volume 
desired. Almost any advertising man 
can produce a campaign that apes 
those that have been aped so much 
in the last three years. It takes 
greater brains and ability and knowl- 
edge, and much more work to pro- 
duce the kind of advertising that 
really does do a fundamental selling 
job attractively and convincingly 
without resorting to either extreme 
exaggeration or hokum. 


Some Examples 


It may be a way to high spot some 
of the selling points, but how much 
longer are we going to earn ridicule 
with those strips that tell people 
(usually with ballooned words) the 
story of the girl who married the 
handsome, wealthy man, or who was 
showered by the admiring attentions 
of a whole raft of men after she 
had washed with something, or 
drank or ate something, this same 
girl having been a complete flop be- 
fore applying or taking the some- 
thing—which can be any one of a 
couple of score of products? Or, if 
it’s a male story, you merely re- 
verse the sexes, or turn to the other 
story—the one about the man who 
was about to be fired until, presto— 
the product he washed with, or 
drank, or ate, or etc. ad nauseam, 
made such a rapid and phenomenal 
change in his brains and ability that 
ue closed a million-dollar sale, or be- 
came chairman of the board, or 
something, within a tew days. 


Then take the story of the movie 
stars im continuity strip lorm— 
giris who were selected, aS everyone 
KNOWS, alter Camera Lests, Lor their 
ceatures (not their skins) and whose 
compiexions are thoroughiy covered 
in make-up that a girl in the street 
couldnt very well wear. ‘Lhe girl 
in the ad, we are told, teeis badiy 
pecause her companion is intent on 
Watching the actress on the screen, 
instead of remembering that most 
people do look at the movies tor 
which they paid to come and see. 
ciowever, he did pay attention to 
the movies and didnt sit trying to 
stare at his girl in the dark. And 
by some miraculous gift he was so 
able to see on the screen that the 
star had a remarkable, natural com- 
plexion (perhaps he even knew her 
cheeks were natural peach, although 
it was probably a regular black and 
white movie) that he raved to his 
girl about that stars complezion. 
soon atter, she learned that the star 
used a certain soap, and so the girl 
used it, too, and atter a little while, 
when her boy triend took her to 
the movies, he noticed the amazing 
improvement in her beauty and sat 
gazing at her instead of the screen, 
or something like that, if I remem- 
ber it quite correctly. 


Can anyone deny that this is ab- 
surd without apparent attempt at 
even being funny, or that it is this 
kind of unnecessary exaggeration 
that makes advertising a subject of 
ridicule? Can this possibly come 
within the heading “Truth in Ad- 
vertising”’? 


As a rule, the details of most of 
this kind of continuity strips vary 
very slightly, even though the pic- 
tures be redrawn for each ad to jus- 
tify calling it a new plate, but the 
hopelessly exaggerated story goes on 
and on and on in the same inane 
and absurd manner for product after 
product. And the longer it goes on 
and the longer the list of different 
products using it grows, the more 
ridiculous does the conception of 
product advertising become with a 
greater number of people. 


If these things were honest to 
goodness funny comic strips it 
wouldn’t matter so much. Comic or 
humorous ads can be grand for cer- 
tain purposes. Also, there can be 
nothing wrong with the technique 
itself of using a series of “straight” 
pictures in strip form to put over 
a legitimate advertising message. 
What I have reference to are the 
strips which regularly tell people 
that the consumption of the product 
may be expected to accomplish for 
them results such as the foregoing. 


Does the Public Believe? 


Perhaps I will be answered “Aw, 
shucks! Who expects them to be- 
lieve that? It’s just a way of putting 
over our story, and it’s tremendously 
successful.” But that word “believe” 
is the sore spot for the advertising 
business in the tomorrows to come, 
If we go on releasing more and more 
ads in which we don’t even try for 
belief, we are just making advertis- 
ing as such more and more expen- 
sive in the long run. And if we do 
expect a proportion of the public to 
go on believing such stuff, we are 
selling them on a basis of false ex- 
pectations, of which policy little fur- 
ther need be said. The backwash 
from that is sometimes so slow in 
coming that it permits a wrong 
sense of elated security, but when 
it does come, as it always has to, 
it inevitably sweeps away those ad- 
vertising foundations that are built 
from only loose sand. Since some 
of us are so adept at copying others, 
let us not neglect to observe also 
what happens to products built up 
by absurdly exaggerated or lying ad- 
vertising when a competitor gets so 
fed up that he throws a glaring 
spotlight on his rival’s advertising 
deception. 


The unnecessarily abused con- 
tinuity strip style of ads is far from 
being the only temporarily ‘“‘success- 
ful” type of campaign that is at 
fault. There are, tor further exam- 
ple, certain of the buckeye tabloid 
style headlined ads that hopelessly 
abuse the legitimate principle of 
scare copy. Scare copy is O.K, it 
used right and kept within reason- 
able limits, and it, too, can do a 
swell selling job with splendid re- 
sults if applied correctly. But there 
is some stuff that goes right over 
the fence in the exaggerations it 
screams in the headlines it has to 
resort to in order to drag the reader 
through what sometimes is an untidy 
mess of packed-in pictures and type. 
Completely forgotten in such ads is 
all that has been learned about 
skilful layout technique. Remem- 
bered only is the urge for instant 
results, regardless, apparently, of 
what is claimed and said in order to 
effect immediate sales, and with an 
utter disregard, too, for the public’s 
respect and consequent good-will 
which over a period of time are any 
advertiser’s greatest assets! 


Ballyhoo, or Advertising? 


I don’t want to be mistaken here. 
I am a great believer in advertising 
which is dramatic and convincing, 
and I have no fetishes to do with 
mere “prettiness” for products that 
don’t call for that, nor do I have 
any illusions on “art for art’s 
sake” in advertising. I believe that 
advertising is a means of selling 
merchandise, not merely telling of 
its existence. But I certainly do not 
think that the only way to excite 
desire to purchase is to thunder on 
the drum and clash the cymbals by 
means of monstrous headlines and 
childish balloons that make bald 
claims of an untrue nature. Since 
it takes no notable skill to produce 
that kind of advertising, it just 
means a circus of a bunch of adver- 
tisers each trying to out-shout the 
other, and go further than the other 
in the adjectives and claims em- 
ployed in those screaming headlines. 
This is the kind of thing that is 
causing the public to use the term 
“ballyhoo” in place of the word “ad- 
vertising.” And it’s the kind of 
thing that is robbing the phrase “an 
advertised product” of the valuable 
added respect for the product that 
those words in themselves should 
convey. 


I wonder, too, how many of the 
public in this sophisticated day have 
any belief in the genuineness of tes- 
timonial advertising. Even before 
recent movies, which were released 
from coast to coast and made fun 
out of how testimonials are secured, 
a very great many people had the 
idea that the way they could make 
money if they ever became famous 
would be to write insincere testimo- 
nials for advertisers. Famous faces 
and names certainly do still get at- 
tention, but their misuse is another 


reason for the public to ridicule ad- 
vertising. 


Poor Old “Science” 


Then there are the ads whose 
headlines begin, “Science discovers” 
—which then go on to reduce belief 
in genuine advertised scientific dis- 
coveries by making statements that 
no, self-respecting scientist would 
countenance for a moment. Science 
should be a valuable aid to the ad- 
vertising man, but not misleading or 
wholly imaginary hokum under the 
long-suffering name of Science. In 
some of these cases the reason for 
condemnation is even more marked 
by unnecessarily and incorrectly 
ascribing medicine-like virtues to 
products ‘which are not bought or 
consumed for that purpose. 


I have spoken of a veritable revo- 
lution in popular advertising meth- 
ods, which I predict is going to take 
place much sooner than many of us 
realize. It’s coming because it has 
to come—because if we ourselves 
don’t realize that within a very 
short space of time, it will be forced 
on us. If we go on merrily abusing 
the great power of advertising or 
diminishing the general economic 
strength of that power, a hitherto 
passive public will, through means 
which we cannot even yet accurately 
discern, cause an upheaval that will 
surprise us out of that smug com- 
placency which still permits us to 
make grand speeches about the 
ethics and the dignity of our “pro- 
fession,” while quite a few of us who 
lead in formulating fine resolutions 
have been and still are among the 
greatest offenders. 


Ambiguous measures, such as the 
Tugwell Bill, proposed by those who 
are neither advertisers nor adver- 
tising men, are the kind of thing 
which is surprising only because we 
have not indirectly brought it on our 
heads sooner. Resist such unfair 
proposals by all means, but remem- 
ber they are but the effect. Stamp 
out the cause. Individually put an 
end to the kind of advertising pol- 
icy which an hysterical depression 
era has permitted to permeate the 
consumer campaigns of so many 
great and small manufacturing in- 
stitutions. Let brains, skill and 
knowledge go to work and produce 
advertising that will be seen, be 
read, be respected and be remem- 
bered—advertising that is a credit to 
the house that sponsors it, and yet 
lacks nothing in results for either 
the near or the distant future. In 
fact, I am positive that over even a 
short period such advertising can 
produce as great or greater returns 
than the other kind that has been 
followed, like so many sheep, by a 
still growing group of advertisers. 


Let us individually rebuild and 
gain the great benefit of consumer 
confidence in advertising while it is 
still entirely practicable to do so 
without loss of present returns. 
Those products which cannot succeed 
in that way do not belong to legiti- 
mate business. They have to go out 
of the picture anyway. Their era 
is about to pass. For those, for 
whom advertising has been a racket, 
the end is clearly in sight. 


Let the merit system come prop- 
erly to the fore in advertising. The 
amount and effect of real ability that 
has been subdued by unfortunate 
fashion or ignored in a follow-the- 
leader policy, will be surprising and 
gratifying to the advertising busi- 
ness as a whole. And let real ability 
assert itself now before something 
much less to be welcomed blocks the 
path. There is no time to lose in 
throwing off soiled mantles for 
cleaner, better apparel in which to 
greet anew the great consuming pub- 
lic. The age of newer and greater 
advertising ideas and skillful pres- 
entation is no more ended than is 
the age of worthwhile practical in- 
vention. 


Let’s go to it now, while the going 
ean still be good! 


(The writer of this article has purchased 
the space it occupies. The word ‘“‘adver- 
tisement” is inserted to comply with postal 
regulations.) 
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Headaches Gone, 
Backaches Move 
Into Spotlight 


New York, Nov. 29.—Now that the 
unemployed are returning to jobs 
and headaches are giving way to 
backaches and muscle pains, Johnson 
& Johnson are reviving their adver- 
tising of medicated plaster in Eng- 
lish language newspapers. 

The product has been consistently 
advertised in foreign language papers 
but has been out of English language 
newspapers for a number of years. 


According to George Johnson, anjing in the northwest. 
official of the company, the copy is!and radio are being used. 


i cocetmieeemntbenatienniadiibiaatetetntatemmnes teatime 


| now running as a test in more than 


20 newspapers. These are mostly in 
the east. No immediate expansion 
in the schedule is anticipated. 

Space used is single and double 
column by 70 lines. J. P. Muller & 
Co. is placing the advertising. 


Alden to Fowle 


John Malcolm Alden, formerly in 
charge of sales promotion of the Car- 
nation Company, has joined Alonzo 
Fowle and Associates, Milwaukee ad- 
vertising agency. 


Appoints Kraff Agency 


Piggly Wiggly Corporation has ap- 


pointed Kraff Advertising Agency, 


WHO’S 
BUYING? ¢ « « 


Individual bank debits for the month of September indi- 
cate that Louisville buyers are among the most active 
in the country. This city ranked fourth for the month 
among the cities of 300,000 or more and stands third in 
this group for the year, being one of the few metropoli- 
tan areas in the nation in which individual debits are 


greater than in 1932. 


Boaz Long Shifted 
by Gen. Johnson 


Boaz Long, who has been handling 
compliance board publicity for the 
NRA, has been appointed deputy ad- 
ministrator for Puerto Rico by Gen 
Hugh Johnson. 

Mr. Long was at one time chief 
of the Latin-American division of N. 
W. Ayer & Son, and was American 
minister to Cuba and Salvador dur 
ing the Wilson administration. 


Agency Elects 
partnership of Sheldon, 
Morse, Hutchins and Easton, mar- 
keting counsellors, New York, has 
been made a corporation. William 
H. Easton is president, L. W. Hutch- 


The 


SKELLY OFFERS 
TO PAY COST OF 
COMPETING GAS 


Stakes All on Aromax Quick 
Starting Qualities 


Kansas City, Mo., Dee. 1.—Enter- 


ing the war for winter gasoline busi 


| Minneapolis, to handle its advertis-|ins, vice-president. H. A. Morse, f 2 : . os 
Newspapers |treasurer, and A. E. Welty, secre-|mess with full pages in newspapers 
itary. throughout its trade area, Skelly Oil 

encarta mes 


Greater Louisville and its market, Kentuckiana, offer 
decided opportunities to the alert advertiser. This im- 
portant Middle Western trade area can be effectively 
reached and sold at a single low cost thru. . 


Che Conrier-Zonrual., 
THE LOUISVILLE TIMES. 


Major Market Newspapers, Inc. -:- Audit Bureau of Circulations 


REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Company is building its bid for cold 
weather patronage around the quick 
starting qualities of its gasoline, fea- 
turing an offer of “10 gallons free if 


any gasoline at any price starts 
quicker than Aromax.” 
“What is the ‘eatch’ in this new 


Skelly offer?” initial copy asks, and 
answers: 


“There is none. Skelly Aromax 
gasoline is tailor-made for quick 
starting for you. To prove that, 


Skelly makes an offer on which you 
ean't lose. 

“Buy ten gallons of Skelly Aromax 
gasoline. Get a Skelly offer receipt. 
On the next few mornings, as you 
step on the starter, notice the start- 
ing time. Then, if you have used 
any other well known gasoline at any 
price that starts faster in similar 
weather, get back from Skelly your 
money to buy ten gallons of the 
other gasoline.” 


Tailor-Made Qualities 


Not neglecting the “tailor-made” 
theme, with which Skelly surprised 


motorists some time ago, the copy 
continues: 
“Don’t change carburetor. With 


ordinary gasoline, for economy and 
efficiency, your carburetor should be 
changed four times a year. 

“But now, don’t change it. Skelly 
changes the gasoline instead—tailor- 
makes it—to give you summer-time 
results all the year around. 

“For each state, Skelly Aromax is 
regularly tailor-made so each gallon 
will combine with 6,800 gallons of 
air. Air is free. Gasoline costs 
money. Don't waste money with a 
gasoline that is not tailor-made for 
you.” 

To add emphasis to this theme, the 
advertisement ends with the line, 
“Tailor-made for November in Mis- 
souri.” 

To back up the ten-gallons-free of- 
fer, Skelly stations have been sup- 
plied with receipt forms, which are 
given to purchasers. If a purchaser 
finds a gasoline which starts faster 
than Aromax, he returns to the Skelly 
station, signs a statement saying he 
has found a faster starting fuel, and 
is immediately given, in cash, the 
cost of ten gallons of the other gaso- 
line. 

Reassures Dealers 


Lest individual dealers become 
alarmed at the possibility of paying 
for the purchases of other gasolines 
by their erstwhile customers through- 
out the winter, the company carefully 
explained that few would take ad- 
vantage of the free offer, and backed 
its assurances with the results of a 
test made eight months ago in a 
Kansas town. During the test drive, 
according to C. E. Ball, advertising 
manager, no dealer was asked to 
make good on the free offer, while 
business increased substantially. 

In developing the campaign, Ferry- 
Hanly Advertising Company, the 
agency, added punch to the copy 
through the use of extraordinarily 
large pictures of heads, cropped so 
that only the face appears. In this 
way, the heads give the impression 
of being very large, yet occupy only 
a fraction of the available space. 

In the introductory copy, W. G. 
Skelly, president of the company, and 
an unidentified individual exchange 
comments over the text. “Mr. Skelly, 
do you mean any gasoline?” the un- 
identified gentleman asks, to which 
Mr. Skelly replies, “Yes, any gasoline 

. at any price!” 

In addition to the newspaper adver- 
tising, the unusual free offer is being 
featured on station posters and ban- 
ners, and is also being promoted in 
connection with the new “Air Ad- 
ventures of Jimmie Allen” series 
which is heard five times a week over 
eight stations in the company’s mar- 
keting area. Russell C. Comer Ad- 
vertising Company, Kansas City, is in 
charge of Skelly’s radio activities. 


“Beverage Merchandising” 


Appoints Representatives 


Beverage Merchandising, a com- 
bination of several old trade jour- 
nals, published at 312 E, 12th St., 
Los Angeles, has announced the fol- 
lowing representatives: 

George Wood, 1420 Page St., Ala- 
meda, Calif.; Ward & Larson, 254 W. 
2ilst St.. New York City; R. F. Far- 
num, 201 N. Wells St., Chicago; and 
Burdette Phillips, 343 Engineers 


Bldg., Cleveland. 
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M. P. TRAIN HAS 
18TH BIRTHDAY: 
GIVES A ‘PARTY’ 


Unique Contest | Builds Good 
Will for Railroad 


St. Louis, Mo., Nov. 29.—The 
Sunshine Special, crack passenger 
train of the Missouri Pacific Lines, 
is having a birthday Dec. 5 which 
will mark the climax of a unique 
promotion plan now in progress in 
14 cities, each one a competitive 
point on the Missouri Pacific Lines. 

A personality contest is being 
conducted in each city to choose its 
“Miss Sunshine,” one rule being that 
every entry must be a young wo- 
man who shall reach her eighteenth 
birthday on Dec. 5, which is the an- 
niversary of the inauguration of the 
Sunshine Special. The closing date 
for entries was Nov. 17, and de- 
cisions are being made in each com- 
munity based on the applause actu- 
ally accorded the young rivals when 
they appear before hometown gath- 
erings to have their personality and 
charm judged by the local crowd. 

The promotion in each city is in 
charge of the local Missouri Pacific 
Boosters’ Club composed of Missouri 
Pacific employes, but no employe of 
the railroad or any member of his 
family is eligible in the competi- 
tions. The company is using news- 
paper advertising in each city to an- 
nounce the celebration and rules of 
the contest. 


To Get Vacation 


When selections are completed, the 
“Misses Sunshine” of Memphis and 
St. Louis respectively will be given 
an all-expense tour over Missouri 
Pacific Lines to Houston, Galveston 
and the Rio Grande Valley of Texas, 
while St. Louis will receive and en- 
tertain an even dozen of the win- 
ners, one each from Galveston, 
Houston, San Antonio, Austin, Pal- 
estine and Laredo, Texas, with one 
“Miss Sunshine” representing the 
Rio Grande Valley, and from New 
Orleans, Alexandria and Lake 
Charles, La., and Texarkana and 
Little Rock, Ark. 

Arriving on the Sunshine Special 
the morning of Dec. 5 for a three- 
day visit in St. Louis, the “Misses 
Sunshine” will be received at the 
city hall and presented with the 
keys of the city. They will be the 
guests of the Advertising Club of 
St. Louis at the Tuesday noon 
luncheon meeting of the Club, where 
a Missouri Pacific Day observance is 
planned, to be followed by numerous 
festivities. 

Similar hospitality will be shown 
the ‘Misses Sunshine” of Memphis 
and St. Louis in celebrations being 
staged for their arrival in southern 
cities of Texas and the Rio Grande 


Valley. 

From three to eight girls who 
have their eighteenth birthday on 
Dee. 5 were found in the various 


cities covered by the advertising, ac- 
cording to Ray Maxwell, advertising 
manager for the Missouri Pacific 
Lines. It was supposed that the lo- 
cal beauty or personality contests 
would get a heartier response in the 
smaller cities than in metropolitan 
St. Louis, he said, but 3,500 people 
attended a dance given at Alhambra 
Grotto the evening the St. Louis 
“Miss Sunshine” was chosen. 

A feature of the unusual promo- 
tion plan, according to railroad ex- 
ecutives, is that it is acquainting 
many employes with the history of 
the Sunshine Special and indirectly 
with the traditions of the Missouri 
Pacific Lines. 


G. B. Dippy with McLain 


George B. Dippy, for the past five 
years on the staff of Dry Goods 
Economist and prior to that an 
agency man, has joined the McLain 
Organization, Inc., Philadelphia, as 


manager of the merchandising de- 
partment. 


Thompson’s New Work 


Howard M. Thompson, formerly 
with Butterick Business Publica- 
tions and McGraw-Hill Publishing 
Company, has joined the advertising 
sales staff of Domestic Engineering 
Company, Chicago. He will cover 
the central western territory. 


Is Made Manager 


Earl Hotaling, formerly with the 
Los Angeles office of Eastern Out- 
fitting Company, has been appointed 
advertising manager in the main of- 
fice at San Francisco. 


Starts New Agency 
Anton R. Finck has formed the 
Finck Universal Service, Ine., to 
cenduct a general advertising busi- 
ness at Camden, N. J. 


Withdraw Rate 


Guarantee in 
4 Newspapers 


St. Louis, Mo., Nov. 29.—All three 
of the St. Louis newspapers have 
withdrawn their rate guarantees, 
substituting a clause which permits 
them to revise rates in any accepted 
contract or order upon ninety days’ 
notice. 

This is said to be the only city in 
the country where all dailies have 
adopted this course. Individual 
newspapers have withdrawn guaran- 
tees here and there, the New Or- 
leans Item-Tribune being among 


them. It is no secret that many 
other papers throughout the country 
are planning to do likewise. 

The St. Louis newspapers made 
the change without comment. The 
New Orleans paper, on the other 
hand, issued a letter in which it said 
it is merely protecting itself against 
higher operating costs which may 
result from the NRA. 

The St. Louis Globe-Democrat has 
issued a new rate card including the 
new provision. The old card con- 
tained this notice: “Orders at rates 
quoted herewith for longer periods 
than one year will not be accepted.” 

The new card substitutes this sen- 
tence: “The publishers reserve the 
right to revise the rate or rates spe- 
cified in any accepted contract or 
order at any time upon a ninety 


days’ notice in writing.” 

The Post-Dispatch and Star and 
Times are inserting a similar clause 
in acceptances of orders. 


Victor E. Dolan Dead 


Victor E. Dolan, well known in 
the business paper field, died in Chi- 
cago recently after a short illness. 
He was 45 years old and had been 
connected with the Penton Publish- 
ing Company, Gillette Publishing 
Company and other business publish- 
ing houses. 


Gill Succeeds Russell 
W. W. Gill has been appointed 
manager of the national accounts di- 
vision of the truck and bus tire de- 
partment of the B. F. Goodrich Com- 
pany, succeeding C. H. Russell, who 
died Oct. 25. 


KEY THEIR COPY § 


ie HAS been fourteen months since McCall’s changed its make-up. 
Time enough for the public and the advertisers to tell us whether 
this innovation in magazine publishing has made McCall’s different 


and better, or merely different. 


We made McCall’s a triple magazine in order to do the reader a 
favor and also to do the advertiser a favor. 

Now we can prove we were successful. 

Some of the testimony that has come to us is given below. After 
you have read these reports, if you wonder what a magazine can 
possibly do to improve itself that much, consider these facts: 

The old style magazine bunched its editorial matter. And the 
advertising section was the advertising section. Now in the new 
McCall's these editorial ideas are sorted into three distinct magazines 
— Fiction & News, Homemaking, Style & Beauty — bound together 


but each behind its own separate four-color cover. And advertising, 
appropriately placed in each of the sections, takes advantage of the 
mood the editorial matter creates in the reader. Food advertising 
appears near food editorial matter. Cosmetic advertising is presented 
near editorial matter on similar subjects. And so on. 

With fiction run-overs and new articles on practically every page of 
every section, every page becomes interesting, readable, worth seeing. 
Readers go through McCall’s page by page, from cover to cover. 


Advertising is thus highly visible. 


We would like to show you what Dr. Starch and his associates 
discovered, working independently of McCall’s. If you are interested 
in the cost of getting your advertisement seen and the cost of getting 
it read, ask for a copy of Dr. Starch’s report. Address McCall’s 
Magazine, 230 Park Avenue, New York City. 


85% MORE RETURNS... 


A manufacturer of a toilet goods specialty appearing in February 
and March 1933 issues used the same sized space and copy in 
three other women’s magazines. This advertising appearing in 
the Style & Beauty Section of McCall's produced 85% more 
returns than the next nearest magazine. 


43% INCREASE in COUPONS 


79% INQUIRY INCREASE 


The number of requests per 1000 readers for editorial service 
material and booklets offered in the Style & Beauty Section of 
McCall’s has stepped up 79% under the new make-up. This is an 
indication of the increased interest in McCall’s and its increased 


ability to move readers to action. 


TWICE as many 9¢ COUPONS 


A manufacturer of beauty preparations, using the same copy, and 
appeal and space unit in October and November Style & 
Beauty Section of McCall’s, had 43% increase in coupons as 
compared with the same months of the previous year and the 
old type make-up. 


60% INQUIRY INCREASE 


In our own experience, the number of requests per thousand 
readers for editorial material and booklets on cookery and diet 
offered in McCall's Homemaking has increased 60% since the 
introduction of the new triple magazine with its special section 
devoted to such material. 


10¢ COUPON 23% BETTER 


A large cosmetic advertiser who used the same space unit in 
October and November 1931 and October and November 1932 
with the same type of copy appeal and a ten cent coupon received 
23% more returns in the two months ‘of 19382 under the new 
make-up than in the same months of 1931. 


A manufacturer of a food product appeared in the Homemaking 
section of April 1933 McCall’s with a nine cent coupon. The same 
copy and size of space appeared in four other leading women’s 
magazines. McCall’s produced over twice as many coupons as 
the next nearest publication. 


75% BETTER than OTHERS 


Coupon response to an advertisement of a food product appearing 
in the Homemaking section of February and March McCall’s 
was greater than the response received from a weekly and from 
two other women’s magazines. It exceeded the returns from 
the next nearest magazine by 75%. 


41% BETTER VISIBILITY... 


In Dr. Starch’s independent survey, based on experience with 
over 50,000 magazine readers (not a McCall financed investiga- 
tion), it was discovered that the number of readers who see the 
average advertisement has increased 41% since the introduction 
of the new style advertising and editorial make-up. 
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December 2, 1933 


RACE DRIVER IS 
ADDED TO STAFF 
OF FORD AGENCY 


Ayer Places Spot Copy on 
New Ford Feat 


Philadelphia, Pa., Nov. 29.—After 
a month's trial in the Chester branch 
territory, Fred Frame, famous race 


iver, as be acec € 
driv has been pl 1 under a 


ohne 
<r s 
; : 
‘s 
“ig Ut 
4G en 
> 
Pie 
Sime 
; 
ie & q 
: gs A 
¢ 
Pee 
* 
\ J 
*¥ 


year’s contract by N. W. Ayer & Son, 
Inc., to act in sales capacities for 
Ford cars. 

Until such time as the Ford) 
Motor Company resumes direct na- | 
tional advertising, Mr. Frame’s serv- 
ices will be farmed out to branches 
by the agency. This phase of the 
program is not expected to last very 
long, however, as with adoption of 
the retail automobile code, the Ford 
Motor Company will promptly re- 
turn to the national advertising set- 
up, wherein all advertising is di- 
rected by the Ayer agency. 

The month's test of Mr. Frame’s 
talents as a salesman and subject for 
sales promotion, concluded this 


week, has earned him the hearty en- 
dorsement of the 267 dealers in this 


tied in directly with his services 
during this period. 

Mr. Frame’s arrival in the various 
cities and towns was heralded by 
newspaper copy of from 460 to 1,050 
lines, depending on the size of the 
city. The advertisements developed 
an editorial slant simulating an- 
nouncement of the arrival of a fam- 
ous personage and an interview. 


Lessons in Driving 


The interviews promptly take up 
the subject of Mr. Frame’s latest 
track triumph, the winning of the 
Elgin Stock Car Race with a Ford 
V-8, whereupon he pertinently de- 
scribes his experiences in the race 
and acknowledges the car’s merits 


of the exact time Mr. Frame would 
be in their showrooms, mailed in- 
vitations to prospects to attend a 
demonstration of scientific driving 
by Mr. Frame. Dealers’ salesmen 
followed up their best prospects 
with verbal invitations and offers to 
escort them personally to the event. 

The race driver’s routine at the 
showrooms alternated chassis talks 
with capacity load demonstration 
drives. The effect of an expert 
demonstration, the praise of an ex- 
pert and sales pressure exerted by 
the salesmen, coming together, 
hurried many shoppers into a strong 
buying mood. 

Anticipating that the novelty of 


in the same breath. 


branch territory, 


40 of whom were 
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. informed well in advance | would 


appeal to many, 


So we had 
Edwin C. Hill haul 
the Cable right into 


the Director’s room 


This is what The American Cable Co. did 
(via Visomatic) when they decided that the 
most effective way to demonstrate the 
superior points of Preformed Cable was to 
show the cable, its construction, and 
advantages. 


Visomatic, "The Illustrated Voice of Busi- 
ness," solved the problem. Through this 
new medium, American Cable was enabled 
to let Directors, Engineers, Purchasing 
Agents, etc. SEE and HEAR the story, while 
the voice (recorded) of Edwin C. Hill did the 


explaining. (Write us for story of results.) 


We do not expect you to determine from 
this brief copy just what Visomatic really is. 
No printed description can give you an ade- 
quate conception. Only Visomatic, deliv- 
ering its own message to your eye and ear 
can do that. 


As a Sales Executive, you should not miss 
the opportunity of seeing and hearing Viso- 
matic in action. Our new production, 
"Something New Has Hit the Selling 
World," will gladly be shown to you in your 
private office. This production will open your 
eyes to a new, inexpensive Sales Tool, with 
which you should be conversant, and it will, 
we trust, answer your many questions about 
Visomatic and its application to your busi- 
ness. 


Write, wire, or telephone for immediate 
demonstration (or for descriptive booklet). 
No salesman, disguised as an "operator," 
will call. A Western Union messenger will 
bring the production to your office and take 
it away—at no obligation. 


VISOMATIC SYSTEMS, 


buying a car direct from Mr. 


Frame 


salesmen 


Something New Has Hit the Selling World—Investigate 


VISOMATIC 


292 Madison Ave., New York, 360 N. ihc Blvd., Chicago 


5850 Second Blvd., Detroit 


made this suggestion, 
with excellent results. 

An important part of Mr. Frame’s 
work consists of making city traffic 
driving tests in cooperation with 
local commercial and automotive 
organizations, which appreciate the 
opportunity to have local traffic con- 
ditions checked and analyzed by an 
expert. The interesting, well-au- 
thenticated data are proving valu- 
able in local sales work and may be 
used later in national copy. 

The cost of advertising featuring 
the famous racer was shared by the 
40 dealers proportionately to the 
actual time he spent in their show- 
rooms. The time allotted to each 
dealer ranged from one-fourth a day 
for the smallest to a full day for the 
largest. The 227 dealers in the terri- 
tory who did not share directly in 
Mr. Frame’s services were not as- 
sessed for the advertising. 


frequently 


Cross-Continent 


Dash Makes Copy 


Philadelphia, Nov. 29.— Beating 
the fastest train, a Ford V-8 1% ton- 
truck, fully loaded, completed a sen- 
sational stunt run from coast to 
coast, Atlantic City to Los Angeles, 
in 71 hours, 12 minutes and 30 sec- 
onds. Four drivers, alternating, kept 


the truck rolling day and night with ° 


stops only for gasoline and oil. A 
Keystone Automobile Club official 
accompanied them. 

The distance covered was 2,945 
miles; 322 gallons of gasoline was 
consumed, averaging 9.15 miles a 
gallon. Five quarts of oil were used. 

The stunt was originated by Nei- 
man Motors, Inc., Philadelphia deal- 
ers, under Ford Motor Company aus- 
pices. Previous to the start of the 
run this dealer had used the engine 
of the truck in an endurance record 
of 700 miles in 24 hours, continuous 
driving locked in second gear, using 
no lubricants, no water and only 
one quart of oil. 

During the progress of the run 
N. W. Ayer & Son, Inc., prepared a 
560-line advertisement announcing 
the “Race Against Time!” which 
was sent to Ford branches for re- 
lease to their local newspapers. An 
advertisement of similar size is now 
in preparation for a similar manner 
of newspaper release. This copy 
will feature the fact that the truck 
has beaten the fastest train time 
from Atlantic City to Los Angeles. 
The first advertisement stated that 
“This run is being made for one pur- 
pose—to show you the speed, relia- 
bility and economy of the Ford V-8 
Truck.” 


Start New Magazine 
in College Field 


Cosmos, a monthly magazine ed- 
ited for resident members of college 
and university fraternities and so- 
rorities, will be published in Janu- 
ary by Cosmos Publishing Company, 
New York. 

Charles L. Nathan, III, is manag- 
ing editor. Sidney E. Rudman, 249 
West 34th St., New York, is national 
advertising representative. 


Packer and Central 


Move Eastern Offices 


Packer Outdoor Advertising Cor- 
poration and the Central Outdoor 
Advertising Company, Cleveland, 
have moved their New York offices 
from the 20th to the 29th floor of 
the Lincoln Bldg., 60 East 42d St. 

R. C. Grahl is eastern representa- 
tive of the outdoor advertising com- 
panies. 


Wedding Bells for 
Malcolm McEachren 


Two advertising families of Chi- 
cago were united by marriage Nov. 
25 when Miss Dorothy Warner be- 
came Mrs. Malcolm G. McEachren. 

Mr. McEachren is with the Mc- 
Candlish Lithographing Corporation, 
while Miss Warner is the daughter 
of Mason Warner, Chicago advertis- 
ing agent. 


Raps “Charity” Copy 

The Hasbrouck Heights, N. J. 
Board of Trade has unanimously 
voted to forbid all members _ indi- 
vidually and the organization as a 
body to advertise in organization 
journals and other literature printed 
in connection with benefit affairs or 
performances. 
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FLEISCHMANN’S 
CALLED LEADING 
RADIO PROGRAM 


Comedians Lead in Annual 
Poll of ‘‘Variety’’ 


New York, Nov. 29.—Rudy Vallee’s 
Fleischmann Yeast program is the 
national favorite, according to the 
annual poll of Variety. Ed Wynn 
and Eddie Cantor, Nos. 1 and 2 in 
the 1932 survey, are not ranked in 
the twelve leaders of this year, 
either because of their long absence 
from radio, or because radio fans 
are fickle in the extreme. 

Variety’s poll also shows that only 
one feminine star is an outstanding 
favorite, though the Vallee  pro- 
gram, among other leaders, features 
a number of the fair sex. 

Amos ’n’ Andy, the Pepsodent 
offering, rank second in the survey, 
others following in this order: 

3, Burns & Allen, Guy Lombardo’s 
Orchestra for the Robert Burns 
Cigar. 

4, Maxwell House Show Boat, Max- 
well House Coffee. 

5, Whiteman-Jolson Revue, 
Cheese. 

6, Jack Benny, Chevrolet. 

7, Will Rogers, Gulf Oil. 

8, Ben Bernie, Blue Ribbon Beer. 
, Fred Allen, Best Foods. 

10, Jack Pearl, Lucky Strike Cigar- 
ettes. 

11, Phil Baker, Armour & Co. 

12, Bing Crosby, Woodbury’s Soap. 


Kraft 


oo 


Name the Actors 


Variety made the significant ob- 
servation that all of the leading pro- 
grams, except one, are identified by 
the public by the name of the head- 
liner, rather than the name of the 
product. 

It continued: 

“Practically all of the first 12 as 
well as second 12 are holdovers from 
last season. Time has scrambled 
their respective ratings somewhat. 
Thus Jack Pearl is eight niches 
lower than when he ended last 
spring at the apex of his vogue. 
Myrt and Marge are out of the first 
box this fall, possibly due to a long 
summer off the air. 


No Daytime Feature Cited 


“Easy Aces now broadcast after- 
noons for Jad Salts instead of even- 
ings as heretofore for Lavoris. That 
accounts for an outward drop in 
popularity although this can be in- 
terpreted otherwise. Evening pro- 
grams naturally tend to get more 
publicity and a different though not 
necessarily a larger audience. 

“A number of programs with very 
large audiences such as ‘Skippy, 
‘Clara, Lu & Em,’ ‘Little Orphan 
Annie’ are not in the running at all, 
it will be noted. It can be argued 
that these daytime shows are lead- 
ers but because of a specialized ap- 
peal don’t get their full measure of 
credit. 


Roosevelt on Radio 


“Actually the greatest radio per- 
sonality of this year has been Presi- 
dent Franklin D. Roosevelt and no- 
body could match the size of his 
audiences on the three or four radio 
sessions from the White House since 
last March. Coincidental with the 
passing of the more urgent phases 
of the national emergency of eight 
months ago it appears that public 
interest in the news commentators 
has diminished. 

“At least Lowell Thomas, Edwin 
C. Hill, Boake Carter, H. V. Kalten- 
born and their contemporaries have 
failed to continue the upward swing 
in popular following although it 
would be unfair to deny them the 
very great audiences they still com- 
mand. 

“Father Coughlin, the Detroit 
priest, shows a remarkable tendency 
to bob up among the leaders. He, of 
course, is more than a news com- 
mentator.” 


Names Receivers 


LeRoi J. Williams and Thomas L. 
Marshall have been appointed oper- 
ating receivers for the Grigsby- 
Grunow Company, Chicago. This 
action, taken to straighten out the 
financial set-up of the organization, 
will not affect the company’s oper- 
ating policies. 


Swafford Moves Up 


Charles K. Swafford, advertising 
and sales director of National Hotel 
Management Company, New York, 
has been elected vice-president of the 
company. 


Hoover Steel Appoints 


The Hoover Steel Ball Company, 
Ann Arbor, Mich., has appointed 
Holden, McKinney & Clark, Inc., De- 
troit. 


Comprehensive 
Copy Code for 
Liquor Set Up 


New York, Nov. 29.—A newly or- 
ganized committee of the National 
Publishers Association, set up to 
handle problems arising from the 
legalization of liquor, last week end 
laid down a seven-point suggested 
platform for all publications taking 
liquor advertising. 

The “seven general principles that 
the committee now feels should be 
followed by all national periodicals” 
are as follows: 


1. Definite assurance of the good 


repute of the company wishing to ad- 
vertise. 

2. Rejection of liquor copy di- 
rectly urging greater consumption. 

3. Rejection of liquor copy with 
undue emphasis on the lure. In 
amplifying this principle, the com- 
mittee declared that “it is realized 
that, if the copy is to be restricted 
to display as opposed to solicitation 
type, the advertiser is inevitably 
driven to attractive copy; but this at- 
tractiveness can be exaggerated into 
what, for want of a better word, is 
here called ‘lure.’ ”’ 

4. Rejection of liquor copy con- 
taining a health or medical angle. 


Dignified Wording 
5. Adherence to dignified word- 
ing and presentation as opposed to 
cheap smartness in reference to pro- 


hibition—the “new drinking deal’— 
in other words, good taste. 

6. Should the federal government 
sign a code with United States dis- 
tillers, adherence to code provisions 
against unfair trade practices in ad- 
vertising. 

7. Maintenance of long range atti- 
tude toward the liquor industry and 
the advertising thereof whereby de- 
sire for immediate results may not 
destroy future possibilities. 

Members of the liquor committee 
of the association are C. D. Jackson, 
Time, chairman; F. L. Wurzburg, 
Condé Nast Publications; Arthur S. 
Moore, International Magazine Com- 
pany; O. J. Elder, Macfadden Pub- 
lications; and John C. Sterling, Mc- 
Call's. 


“Maclean’s takes very high rank among 
the publications of this country.” 


Cf 


R. Y. EATON 
President 
The T. Eaton Co., Limited 


- + + + Maclean’s Magazine is exceedingly popular 


among an intelligent and thoughtful class of readers, who 
purchase it regularly in our stores. 


“Its distinctively Canadian character and its intelligent 
comment on Canadian life and affairs entitle it to the 
widespread support which it enjoys.” 


HEREVER you go in Canada you will find 


Maclean’s. 


In any town you visit you will 


find that its list of subscribers represents the sub- 
stantial, intelligent families of the community. 


Half a million Canadians read Maclean’s twice 
each month — a circulation now far ahead of any 
imported magazine. But Maclean’s has more 
than large circulation; it has also, to a unique 


degree, the good opinion and high regard of its 
readers. No other magazine approaches Mac- 
lean’s in the influence which it exerts upon the 


Canadian public. 


It is this indisputable leadership which makes 
Maclean’s Magazine the most effective and 
economical single medium available to national 


advertisers. 


Maclean’s—Canada’s National Magazine—Head Office, 481 University Avenue, Toronto 
Branches: Montreal, Chicago, New York 
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“TUGWELL BILL” 
LANGUAGE PART 
OF LIQUOR CODE 


(Continued from Page 1) 
misbranded. Distilled spirits shall 
be deemed to be misbranded— 

“(a) Food and drugs act require- 
ments. If they are misbranded with- 
in the meaning of the food and 
drugs act. 

“(b) Standards of fill. If their 
container is so made, formed or 
filled as to mislead the purchaser, 
or its contents fall below the stand- 
ard of fill prescribed by regulations 
of the administration. 

“(c) Standards of identity. If 
they purport to be or are represented 
as distilled spirits for which a defi- 
nition of identity has been pre 
scribed by regulations of the admin- 
istration and they fail to conform to 
the definition. 


Labels May Be Changed 


“(d) Standards of quality. If 
they purport to be or are represented 
as distilled spirits for which stand- 
ards of quality have been prescribed 
by regulations of the administration, 
and (1) fail to state on the label, if 
so required by the regulations, their 
standard of quality in such terms 
as the regulations specify, or (2) 


fall below the standard stated on 
the label. 
“(e) Label requirements. If in 


package form and they fail to bear 
a label conforming to such require- 
ments as the administration may by 
regulation prescribe.” 

Other unfair trade practices listed 
in the code include consignment 
sales, allowances and rebates for ad- | 
vertising and distribution service, 
guarantees against price declines, 
prizes and premiums, and requiring 
a retailer to purchase only the prod- | 
uct of a particular distiller. 

The provisions of the distillers’ 


code will be administered by the) 


“federal alcohol control administra- 
tion, to be composed of five officers 
of the executive branch of the gov- 
ernment, to be designated by the 
President from time to time;” but 
“the administration shall offer the 
members of the industry the oppor- 
tunity to establish, under regulation 
prescribed by the administration, a 
code authority representative of the 
distilled spirits industry. Members 
of the code authority shall be se- 
lected by the members of the indus- 
try, and shall be subject to removal 
in the discretion of the administra- 
tion.” 
Sets a Precedent 


It is understood that the “Tug- 
well provisions” were inserted into 
the code at the last minute, and 
their inclusion evoked a storm of 
protest from distillers, who reported 
they were perfectly willing to oper- 
ate under the provisions of the exist- 
ing pure food and drugs act, but ob- 
jected to being forced under the pro- 
visions of the Tugwell bill, especially 
in advance of congressional action 
on the measure. 

The administration let it be 
known that no compromise would be 
considered on these provisions of the 
code, because of the government’s de- 
sire to have the disputed sections in 
the liquor code as a precedent to 
which all future food codes can be 
bound. 

While nothing has as yet been 
said about extending the language 
of the Tugwell bill to cover codes in 
the drug and cosmetic fields, it is 
pointed out here that amendment of 
these codes to include provisions 
similar to those in the liquor code 
is not beyond the realm of possibil- 
ity. 


Board Is Named 


Warm Springs, Ga., Nov. 29.— 
Joseph H. Choate, Jr., New York at- 
torney, was named by President 
Roosevelt today as chairman of the 
federal alcohol control administra- 
tion, which will administer the liquor 
code. Other members are: 

Edward G. Lowry, special assistant 
to the Secretary of the Treasury; Dr. 


their patronage. 


In That Way,” says the customer. 


(Your Firm Name) 


1801 FOSTER AVE. 


Executive Title 


WIN BUSINESS 


withthis Christmas 


SALES MANAGERS! Christmas affords an oppor- 


tunity of telling customers that you appreciate 


Take customer inventory at Christmas—as in January you take 
stock inventory. Men like to be thought of personally and 
practically—with a gift that is individual and well chosen. 


A BUSINESS-LIKE GIFT 
AUTOPOINT pencils are a Christmas Business Gift that create 
impressions that long outlive their causes. They inject year 
round sales value. ‘Just What I Needed’’—"'At Last I Have 
Something I Can Use’’—"'Darn Nice Of Jones To Think Of Me 


Have YouA HUNDRED BUSINESS FRIENDS? 
Just a suggestion—distribute AUTOPOINTS imprinted with— 
WE APPRECIATE YOUR PATRONAGE 


CORDIAL GREETINGS CHRISTMAS 1933 
(Your Firm Name) 


NEW REDUCED QUANTITY PRICES 
Maintaining AUTOPOINT Quality 
Revamped 1934 line offers range of colored Bakelite barrels. 
Because of patented features—AUTOPOINTS always work. 
Never clog, jam or otherwise get out of order. They please 
better than you think. Try one yourself. The coupon is for 
free Executive use. Attach your firm letterhead and mail. 
Sales Plans and Prices will accompany pencil. 


AUTOPOINT COMPANY 
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CHICAGO, ILL. 


ALL 
RELIABLE 
STATIONERS 
RETAIL 


Hand Signature 


AUTOPOINTS 


AA 12-2-33 


W. L. Thorpe, director of the bureau 
of foreign and domestic commerce, 
Department of Commerce; W. A. 
Tarver, chief counsel of the prohibi- 
tion unit, Department of Justice; and 
Harris Willingham, the deputy AAA 
administrator who drew up the code. 


Opposes Tugwell Bill 


Minneapolis, Minn. Nov. 28.—The 
Northwest Daily Press Association, 
composed of 33 dailies in Minnesota, 
South Dakota, North Dakota, Wis- 
consin and Iowa, this week mailed to 
a large list copies of a resolution 
adopted at its fall meeting opposing 
the Tugwell Bill. 

The resolution declared that exist- 
ing federal laws governing foods 
and drugs are adequate for all pur- 
poses, and “that its members oppose 
the said Tugwell bill and every prop- 
osition and act calculated to further 
restrict and hamper the drug and 
food industry.” 

It further declared that “we pledge 
our hearty support to the drug and 
food laws now in effect and that it 
is the sense of our association that 
we oppose with all our combined re- 
sources any disturbance or interrup- 
tion of the great industries engaged 
in the legitimate manufacture and 
distribution of foods, drugs and al- 
lied products.” 


Ahrens Co. Opens 


Restaurant Classes 
Ahrens Publishing Company, New 


York, publishing Restaurant Man- 
agement, Hotel Management and 
Hotel World - Review, opened this 


week the Restaurant Management 
Professional Forum, which will hold 
36 sessions to study foods, wines, 
cocktails, spirits, food service and 
administration. 

Facilities offered by the publish- 
ing company include its own kitchen, 
bar and lecture hall. Admittance is 
limited to professionals. 


Starts Wine Journal 


American Wine Journal has been 
launched by Occidental Publishing 
Company, 420 S. San Pedro St., Los 
Angeles. V. L. Ehrenslow is presi- 
dent and H. K. Hansley is editor. 


Walsh Promoted 


E. V. Walsh, general sales man- 
ager, Timken Silent Automatic Com- 
pany, Detroit, has been advanced to 
the post of vice-president in charge 
of sales and advertising. 


Earl Keese Named 


Earl Keese, formerly with the 
Cleveland Press, has been made ad- 
vertising manager of the Consoli- 
dated Press & Printing Company, 
Cleveland, succeeding M. W. Zucker. 


George Cromwell Dies 


George O. Cromwell, vice-president 
of the Ludlow Typograph Company, 
Chicago, and a director of the So- 
ciety of Typographic Arts, died Nov. 


23. He was 76. 
Tibbett Back on Air 
Lawrence Tibbett and Richard 


Crooks will return to the air in al- 
ternating series of broadcasts for 
Firestone Tire and Rubber Company, 
beginning Dec. 4 at 8:30 p. m., EST. 


Expands Service 


Castle Films, Inc., has expanded 
its service by making arrangements 
for providing projecting machines 
and operators to advertisers, in cases 
where such service is desired. 


Alkalol to Humphrey 


The Alkalol Company, Taunton, 
Mass., maker of Alkalol and Irrigol, 
has appointed the H. B. Humphrey 
Company, Boston, to direct its ad- 
vertising. 


Anderson to “News” 
E. J. Anderson, formerly with 


Altorfer Bros. Company and Vin- 
cennes, Ind., Commercial, has been 
named local display advertising 


manager of Indianapolis News. 


Designers Move 
Thelander & Berg, industrial de- 
signers, Rockford, Ill., have moved 
their offices to 504 Swedish American 


Bank Bldg. 


Drug Chains 
Favored With 
Big Allowance 


Washington, D. C., Nov. 29.— 
Closely following its report on dis- 
counts and allowances to chain 
stores in the grocery field, the Fed- 
eral Trade Commission last week- 
end issued a similar report relating 
to practices in the drug field, which 
indicates that while sales made to 
chain store systems by drug prod- 
ucts manufacturers in 1929 and 
1930 aggregated about 30 per cent 
of the manufacturers’ total sales, 
the chains obtained more than 70 
per cent of the manufacturers’ total 
allowances. 

“The rates of allowance on total 
sales of all manufacturers to chain 
store systems (4.48 per cent in 
1929 and 5.19 per cent in 19380) 
were much higher than the rate to 
wholesalers (1.16 per cent in 1929 
and 1.11 per cent in 1930) and also 
larger than those to independent 
department stores (2.49 per cent in 
1929 and 2.73 per cent in 1930),” 
the commission’s report says. 


Chains Are Favored 


“Of the 682 manufacturers re- 
porting in 1929, and 688 reporting 
in 1930, only 237 and 256, respec- 
tively, made alllowances to chain, 
independent and wholesale dealers. 
Their allowances to chain store sys- 
tems in 1929 by manufacturers 
granting allowances amounted to 
8.84 per cent on these manufactur- 
ers’ sales as compared with an 
average rate of 5.35 per cent given 
on sales to drug wholesalers by the 
same manufacturers, and 7.66 per 
cent on sales to independent de- 
partment stores. In 1930, the allow- 
ances of manufacturers who re- 
ported such concessions amounted 
to 10.05 per cent on their total sales 
to chain stores, while their allow- 
ances to drug wholesalers amounted 
to only 4.45 per cent on sales, and 
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7.35 per cent to sales to independ- 
ent department stores. 

“Total allowances of $3,450,283 as 
made to all dealers in 1929 by those 
manufacturers granting allowances 
amounted to 7.45 per cent of the 
manufacturers’ sales. In 1930, the 
allowances of $3,798,933 were at the 
rate of 7:70 per cent on sales.” 


“Mirror” Expands Staff 


I. L. Donnelly, formerly of the 
Scripps-Howard organization; E. F. 
Sexton, formerly of S. C. Beckwith 
Agency; and J. V. Keegan, formerly 
of International Magazine Company, 
have been added to the national ad- 
vertising staff of the New York 
Daily Mirror. 


Caldwell Gets Degree 


The degree of Doctor of Engineer- 
ing has been conferred on Orestes 
H. Caldwell, former Federal Radio 
Commissioner and present president 
of the New York Electrical Society 
and editor of Electronics and Radio 
Retailing. 


Staudinger Changes 


Cc. E. Staudinger has resigned 
from the Joseph Katz Company to 
join Fletcher & Ellis, Inc. New 
York. He was formerly with Len- 
nen & Mitchell, Inc., and before that 
with Erwin, Wasey & Co. 


Beverage to O’Dea 


International Maté Co., New York, 
largest importer of the South Amer- 
ican beverage, has appointed Mark 
O'Dea & Co., New York. Magazines 
and newspapers will be used for the 
client’s Joyz brand maté. 


Woodman Joins “Times” 


H. S. Woodman, formerly of the 
New York Evening Journal, has re- 
signed from the headquarters staff 
of the Hearst newspapers to join the 
local advertising department of the 
New York Times. 


Cohan on Air for Gulf 


George M. Cohan will start a sec- 
ond series of broadcasts for Gulf Re- 
fining Company on Sunday, Dec. 3, 
at 9 p. m., EST. 


YOUR GIRL FRIDAY 


Everybody has not a tal- 
ented secretary like Mrs. Win- 
chell’s little boy, Walter has. A 
smart gal who can speak her mind 
right out in type and who does. 
Few of us ever learn exactly what 
our Girls Friday think of us, let 
alone what they think of our wives. 
Perhaps, if they had the chance at 
publication, these secretaries might 
say plenty about you and you. And 
your wives too. 


For instance, take one of the fea- 
ture articles in the January issue of 
Physical Culture, the Personal 
Problem Magazine, entitled “What 
I Think of My Boss’ Wife.” Told 
anonymously by a private secretary, 
this pertinent article vividly re- 
veals how a man’s work in his 
office minutely reflects his home 
life; how a selfish, domineering 
wife can impede his business prog- 
ress or how an interested spouse 
helps a fellow towards success. 


This frank and very human 
study of wifely effects upon a 
man’s career as viewed by his sec- 
retary is typical of the new and 
tremendously popular editorial 
tempo of Physical Culture Maga- 
zine. The Personal Problem idea 
which from its inception has shot 
up Physical Culture’s newsstand 
circulation and given this maga- 
zine an added attractive asset for 
its advertisers, namely, the “right 
ad-atmosphere.” 


With their own personal prob- 
lems uppermost in their minds, 
more than a quarter of a million 
substantial families read Physical 
Culture every month to secure au- 


thoritative advice for the solution 
of these problems. Problems con- 
cerning family and business rela- 
tionships, health, feminine hygiene, 
child care et al. 


Consequently, when these family 
readers are perusing Physical Cul- 
ture, they are not seeking enter- 
tainment but advice. They are 
problem-minded and naturally, 
therefore, your advertising copy is 
guaranteed the “right ad-atmos- 
phere” for effectivenesss. For folks 
with problems to solve are folks 
with needs to be satisfied. These 
needs may be the proper antiseptic, 
dentifrice, food—your product. 


And the only way you can or 
will ever sell these more than a 
quarter of a million responsive 
families is by telling the sales story 
of your product in the pages of 
Physical Culture Magazine. Con- 
sider this profitable sales opportu- 
nity today. A really lucrative sales 
opportunity at very low cost. You 
still have time to catch the March 
issue. Have your Girl Friday jot 
down now the closing date—De- 
cember 26th. 
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AN ADVERTISEMENT: FOR PHYSICAL CULTURE, THE PERSONAL PROBLEM MAGAZINE 
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HUPP READY FOR 
FIGHT ON “KNEE 
ACTION” DEVICE 


Detroit, Mich., Dec. 1.—Adopting 
a new policy for 1934, Hupp Motor 
Car Corporation will stagger intro- 
ductions of its several series of new 
models over a period extending into 
early spring, instead of announcing 
all simultaneously. 

The first series, announced through 
newspapers in approximately 150 
cities this week, will occupy the 
company’s attention through Decem- 
ber. Newspapers exclusively will be 
used this month. 

Around auto show time, the cam- 
paign will broaden out to include 
magazines and other mediums on a 
relatively large scale. Still later, 
probably in early spring, further 
series of models will be introduced. 

That Hupmobile next year will de- 
vote much of its copy to “ride con- 


trol” features is indicated in the 
first advertisement which asserts 
that “in these 1934 Hupmobiles, 


front end ‘wheel tramp’ is eliminated 
by the exclusive chassis torsional 
stabilizer.” 


Enters Industry Fight 


This stabilizer, in combination 
with “extra long, unusually flexible 
springs, and tubular (not I-beam) 
front axle,” Hupmobile claims, “re- 
sults in ride smoothness never expe- 
rienced elsewhere.” 

This manufacturer thus accepts 
the challenges already thrown to the 
motor car industry by General Mo- 
tors and Hudson who last week an- 
nounced “knee action” front wheels 
for their 1934 models. 

Hupmobile, however, goes one step 
further by setting forth that “Hup- 
mobile also protects the comfort of 
rear seat passengers by the sideways 
eliminator, another exclusive Hup- 
mobile device.” 

Both the chassis stabilizer and the 
sideway eliminator are shown in 
illustration. The second device, copy 
claims, “protects passengers against 
side-sway of any kind, and enables 
the car to round curves at high 
speed without sideroll.” 


G. E. Distributors Meet 


Winter and spring sales and ad- 
vertising campaigns were discussed 
at a regional conference of G. E. 
home appliance distributors at the 
General Electric Institute, Cleve- 
land, Nov. 27. The group was ad- 
dressed by P. B. Zimmerman, man- 
ager of the G. E. specialty appliance 
sales department, and A. M. Swee- 
ney, sales manager of the electric 
refrigeration department. 


William Luck Dies 


William J. Luck, president of the 
Luck Illustrating Company, died in 
Cleveland Nov. 28. Mr. Luck was 59 


years old. 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ; 310 East 45th St. 
CHICAGO + 210 So. Desplaine St. 


and 34 other cities 
2241444444444 


Dailies Name DeLisser, 


Boyd & Terhune, Inc. 


The Annapolis, Md., Evening Capi- 
tal and Cumberland, Md., Daily 
News have appointed DeLisser, Boyd 
& Terhune, Inc., national advertis- 
ing representatives. 


Magazine Picks Agent 
Pennsylvania Road Builder, 
monthly published at Altoona, Pa., 
in the interest of township, city and 
state road officials, has placed its ac- 
count with A. D. Walter, Inc., Pitts- 
burgh agency. 


Club Gives Show 


The Pittsburgh Advertising Club, 
assisted by the Women’s Advertising 
Club, presented a variety show in 
the Irene Kaufmann _ Settlement 
Theatre, Friday, Novy. 24. 


Pfaudler to Tyson 


Pfaudler Company, Rochester, N. 
Y., has appointed Tyson-Rumrill 
Associated, Rochester branch of O. 
S. Tyson & Co., New York. 


Ig 


THE TIRE THAT 


You need . . ORs. 
v ~~ 


CLEANERS FIGHT 
MINIMUM PRICE 


Chicago, Nov. 29.—Rival groups of 
cleaners and dyers in Chicago took 
their code price fixing troubles di- 
rect to the public last Sunday when 
Cleaning and Dyeing Plant Owners’ 
Association of Chicago, Inc., took 
space in the Sunday papers to com- 
mend the new code for the industry, 
while Abarbanell Bros. and Sterling 
Cleaners, cut price chains, rushed 
into print with a statement that the 
prices fixed in the code were too 
high. 

The association used 500-line copy 
to declare that “the code provides 
for a fair and reasonadle minimum 
price, which has been approved by 
the administrator as follows; dresses, 
suits, coats, 95 cents,’”’ and to repro- 


duce a resolution of commendation 
sent by the association to President 
Roosevelt after the code was signed. 
In more sensational style, Abar- 
banell and Sterling took full-page 
space in the same issue to enlist 
public support against the code. 


“The minimum price for cleaning 
in Chicago has been fixed at 95 
cents,” this copy said. “The maxi- 
mum will be much higher. We be- 
lieve such a price boost to be ex- 
cessive and not in the true spirit of 
the NRA. You must join us in this 
fight against greed.” 


Will Continue Low Prices 


The text included a petition to be 
filled out by the reader and sent to 
Gen. Johnson, protesting against the 
minimum price, and heralded a fight 
to the end against the price fixing 


provision with these _ significant 
words: 
“Until it is determined by the 


court that such unfair price fixing is 
within the true spirit of the national 


recovery act and the constitution of 
the United States, we will continue 
to serve you at fair prices.” 

The two organizations objecting 
to the new minimum price operate 
on a cash and carry basis, and 
charge 39 cents and 49 cents for 
cleaning. 


Electrograph Named 


for Goodyear Product 


Electrograph Company, Detroit, 
has been appointed for Goodyear 
truck tires. 

Erwin, Wasey & Co., New York, 
will continue as the principal agency 
of Goodyear Tire & Rubber Com- 
pany, handling passenger tires and 
other products. 


Make “Alice” Novelties 


In a tie-up with Paramount’s new 
picture, “Alice in Wonderland, 25 
national manufacturers have put out 
lines of “Alice” merchandise, includ- 
ing dolls, toys, paper cutouts, puz- 
zles and games. 


Safety Silvertowns 


eh an 
_ THE SAFEST TIRE EVER BUILT 


1756 per cent. 


Motion and flashing lights attract attention and add 
drama and conviction to this Goodrich window display 
which fits in with the theme “the tire that stops before it is 


too late.” 


The complete display consists of an actual tire, two wings, 
a center piece and a top piece which carries the simple mech- 
anism actuating a swinging danger signal with the word 
“stop” illuminated by a lamp which flashes off and on. 

The first month's display shows a quick stop at a railway 
crossing. A child on a bicycle and an on-coming car on a 
mountain curve illustrate situations “when seconds count” 
for the second and third month's displays. These changes of 
copy are lithographed on both sides of panels which are 


easily fastened in place. 


A representation of a clock pendu- 


lum covers the stop signal and actuated by the same mechan- 


ism, which is timed for 60 strokes per minute. 


The three 


months service costs but a trifle more than one display. 


Motion Gives These Displays 
1756% and 2233% more readers 


For two cents a day, additional, a tire company increased 
the readers of a three-months window display campaign by 


For six-tenths of one cent a day, an automobile manufac- 
turer increased readers by 2233 per cent—and also added years 
to the life of his display. 


These two advertisers—and others who have employed 
motion and flashing lights in their window displays—have 
proved eight definite advantages of animation in displays. 

Animation cuts the cost per reader by 40 to 93 per cent. 

It increases sales by 35 to 473 per cent and also reduces the 
cost per sale proportionately. 

Dealers give the animated display a better position and a 
longer showing in their windows. 

Dealers are willing to pay the full cost of animated dis- 
plays in many lines of business—that is important, too. 

Motion and flashing lights put the breath of life in your 
point-of-sales advertising—give your ideas the vigorous, spark- 
ling, presentation that reaches out and grips the passer-by. 

This graphic, vivid method of selling goods means more 
sales at less cost for nearly every kind of product. 

Perhaps you would be interested in seeing a model animated 
display, designed especially to sell your product, tie in with 
your other advertising and reflect your own ideas. 


If so, a word to us or a representative will bring evidence of 
what can be done to meet your individual requirements. 


to the car. 


CONVENTIONAL nuspen ENcine 


- MOUNTINGS COMMUN 
AND VIBRATION DIRECT TO FRAME. BC 
AND PASSENGERS... . 


learn the STARTLING DIFFERENCE by a ride / 


PLYMOUTH SIX 


Plymouth Motor’s combined advertisement and demon- 
strator shows graphically and instantly an idea quite dif- 
ficult for words—how floating power engine mountings 
absorb motor vibration. 
Both cars are cut outs. 
tached to the background and does not move, has a portion 
of the radiator cut away, exposing the engine which vibrates 
rapidly, showing that engine vibrations are not transmitted 


The left-hand car, which is at- 


The right-hand car—the one without floating power—is 


pivoted to the background and the entire car vibrates. 


The display is made for continuous service year after year 
and provision is made for changing appearance of the left- 


hand car as new models are brought out by supplying gum- 
med sheets of the new model to be affixed by the dealer. 


Imprint copy is changed for all Chrysler units—Plymouth, 
DeSoto, Dodge and Chrysler—to provide for every dealer 
handling any one or any combination of these cars. 


New England Eastern States New York State 
H. L. Van Wyck 1. C. Silverstein én S. Flannigan 
Hampton, N. H. New York, N. Y. nandaigua, N. Y. 
Northern Ohio Central Ohio Pennsylvania 

Dugan-Campbell Co. Dugan-Campbell Co. Thos. L. Campbell 
leveland, Ohio Akron, Ohio Pittsburgh, Pa. 


Animated Advertising Displays, 


6209 Hamilton Avenue, Detroit, Michigan, U. S. A. 


Inc. 


Wisconsin Illinois Pacific Coast 
H. B. Greisen E. J. Berliner H. i poe 
Milwaukee, Wis. Chicago, III. Los Angeles, Cal. 
Kentucky and So. Ind. Missouri Texas 
W. J. Smith Fred M. Danner ay H. Skinner 
Louisville, Ky. Kansas City, Mo. ston, Texas 
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Talbot With Liberty 


Ray Talbot has joined the sales 
staff of the Liberty Show Printing 
Company, Pittsburgh. 


No. 6 of a Series 


ON THE UPGRADE— 


Residential building 
Factories 
Public utilities 


Deflated land values, financing 
revised, construction engineering 
advancement—all these and other 
factors have started building on 
the upgrade. Architects are busy 
—new offices each day are com- 
ing to life. ARCHITECTURE 
reaches every one of these with 
an editorial prepared from a pro- 
fessional viewpoint. Our high 
renewal, stability of circulation 
and volume of voluntary subscrip- 
tions are evidence of practical 
satisfaction. It is time to tell 
your story. 


ARCHITECTURE 


PUBLISHERS 


Charles Scribner's Sons 


FIFTH AVENUE AT 48TH STREET 


New York—Also Chicago, Cleveland, 
Boston, Pittsburgh, San Francisco, Los 


Angeles. 


5,850 
CONVENTIONS 


FOR EVERY LOCALITY 
Are listed in the 
DECEMBER ISSUE OF 


WORLD 
CONVENTION 
DATES 


Huge profits await those who can sup- 
ply convention services and accessories 
for these events. Base your drive for 
this business on the only available ac- 
curate and authentic list of national, 
international, regional and state con- 
ventions, conferences and 


expositions. 

. A comprehensive record giving 
meeting place, dates, secretary’s name 
and attendance for each event an- 
nounced. 


YEARLY SUCSCRIFTION 10. 


(12 Monthly Issues) sues) . 


ACT NOW! 
ADVANCE IN PRICES SCHEDULED 
FOR JANUARY is 


Hendrickson Publishing Co., Inc. 


1350 Broadway New York City 


DAILIES JOIN 


December 2, 1933 


HANDS TO TELL 
OF THEIR WORK 


San Francisco, Cal., Dec. 1.—Dail- 
ies in two coast cities—San Fran- 
cisco and Seattle, Wash.— have 
launched cooperative campaigns in 
their respective communities with 
purpose of re-impressing the public 
with the value of the newspaper to 
its readers and to the community in 
general. 

In both cities the campaign takes 
the same form—full page: “editorial” 
messages appearing in all the pub- 
lications in town, designed to bring 
home to readers the essential place 
which the community’s newspapers 
play in the life of the city and its 
inhabitants. 

In San Francisco the series, which 
is appearing in Chronicle, Call-Bulle- 
tin, Examiner and News, was devel- 
oped and is copyrighted by Elmer 
Robinson, promotion manager of the 
Chronicle. The Seattle series is the 
work of Strang & Prosser, Seattle 


agency, and is appearing in the 
Post-Intelligencer, Daily Times, and 
Star. 


The two series, although developed 
independently and differing from 
each other in typography, layout, 
and text, show remarkable similari- 
ties in many respects, and both have 
created much favorable comment. 

The keynote of the San Francisco 
campaign is that “nothing can take 
the place of your newspaper,” while 
the Seattle campaign, which started 
out with the same type of editorial 
style, has now adopted the plan of 
placing its arguments into the 
mouths of prominent citizens, “as 
the newspapers might bore the pub- 
lic by telling their own story too in- 
sistently.” 

The close similarity in the under- 
lying thought behind the two drives 


is illustrated by two typical adver- 
tisements in the series. The San 
Francisco copy shows a_ puzzled 
young woman asking, “Isn't there 
any news?”, while the text asks what 
would happen if suddenly all news- 
papers would announce that there 
were to be no more newspapers. 

“You take your newspaper for 
granted,” this advertisement de- 
clares. “But, taking thought, you 
realize that you live with and by 
your newspaper—and that you can- 
not live fully without it.” 

In the same fashion, one of the 
Seattle advertisements asks: “What 
if your newspaper should cease pub- 
lication tomorrow?” 

Lending point to this query with 
the citation of the unusual situation 
which developed in Butte, Mont., 
when the two dailies were forced to 
suspend publication for two weeks 
recently, the copy continues: 

“We are prone to take our news- 
papers for granted, giving little heed 
or thought to the vital part each 
plays in every important phase of 
Seattle’s business and cultural de- 
velopment. . . Your newspapers are 
the real guardians of the peace, pub- 
lic safety and health. They are the 
chief movers of every charity and 
civic enterprise.” 

Both series also point out the vital 
part which advertising support plays 
in the maintenance of their service. 


Death Takes MacLennan 


Frank Pitts MacLennan, editor 
and publisher of the Topeka, Kans., 
State Journal and a former vice- 
president of the Associated Press, 
died Nov. 18 at his home. He was 
78 years old. 


Changes Name 


Beer, Wine & Liquor Merchandis- 
ing, published by Atlas Publishing 
Company, New York, has changed its 
name to Wine &€ Liquor Retailer and 
Beer Merchandising. 


Paper Goes on Air 


Automotive Daily News, Detroit, 
is sponsoring a half hour program 
on station WJR, Saturdays, 8:30 to 
9:00 p. m. 


DIRECT TO 
THE HOME 


ARE YOUR SALES LAGGING? 


F Your Product Lends Itself to House 
to House Advertising or Sampling 


WE CAN HELP YOU 


ADVERTISING CARRIERS 


20 EAST 8'" ST. CHICAGO 


HILL RELATES 
HOW AIR-WAY 
BOOSTS SALES 


New York, Nov. 28.—Vigorous sell- 
ing, not price concessions or cheap- 
ening of manufacturing standards, 
makes for success in good times and 
bad, Col. T. Russ Hill, vice-president 
in charge of sales, Air-Way Electric 
Appliance Corporation, Toledo, said 
today at a luncheon at the Advertis- 
ing Club, given in his honor by 
Walter Drey, special representative 
for Visomatic Systems, Inc. 

The Toledo electric appliance firm 
has never used the cut-price bargain 
appeal. In fact, its prices have 
never been lowered since the busi- 
ness was founded eleven years ago 
and have been raised many times. 
A general increase was put through 
in 1929 and again in 1930. 

The company sold more machines 
last month than in any month since 
1930. Every month this year has 
shown a sales increase over the pre- 
ceding month. The brightest spots 
on the Air-Way sales map just now 
are California, Colorado, Florida, 
Missouri, Illinois, southern New 
England and New York. Some of 
these territories have broken all-time 
sales records this year. 


Some “Out on Their Feet” 


“First, we had to get rid of many 
experienced men,” said Col. Hill, ex- 
plaining his depression-routing tech- 
nique. “They had been good in this 
business, but they had been up and 
then down. They were too good at 
reading the financial pages and sta- 
tistical reports. They knew they 
were as good as ever, but they 
thought they had no chance under 
present conditions. 

“Many of these men are still 
splendid producers. Their old spirit 
will return when they find them- 
selves in green pastures, but with 
us they were through. With two 
exceptions, all our managerial lead- 
ers today are new men. 

“Second, we shortened our sales 
campaigns, built them around the 
‘spirit’ idea; awarded liberal prizes 
to the heroes; swamped our men 
with morale building bulletins and 
letters; intensified personal contacts 
and gave loud recognition to every 
accomplishment. 

“Third, we have stopped trying to 
prove that prospects can buy and 
are impressing on salesmen the fact 
that prospects should buy.” 
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Follow the clock at the Lexington. You'll notice that 
every single minute of your stop is a keen delight. 
There’s a sincere welcome when you arrive...a mod- 
ern room designed for comfort...efficient servants 
anxious to do your bidding...four splendid restaurants. 
And the location, in Manhattan’s smart east side, is 
just a step from Grand Central Terminal, Fifth 
Avenue shops and Broadway’s gay night life. 

Come to the Lexington and really enjoy your next 
visit to New York. Rates are now as low as 83 a day. 
Others at *4, *5, and 6 —only *1 more for two persons. 


HOTEL LEXINGTON 


48TH STREET AT LEXINGTON AVENUE : NEW YORK 


Directed by Ralph Hitz Charles E. Rochester, Manager 


Other hotels under the Direction of Ralph Hitz: The Book-Cadillac, Detroit; 
Netherland Plaza, Cincinnati; Van Cleve, Dayton; Ritz-Carlton, Atlantic City 


Classified 
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POSITION WANTED 
I Worked for Elbert Hubbard 


One of the Fra’s successful pupils 
is at liberty. Expert in copy writing, 
sales promotion, merchandising. Sin- 
gle, gentile, woman. Can go any. 
where. Box 411, ADVERTISING AGE, 


Ambitious young woman, single, 
23 years, desires position doing cre. 
ative writing. Experience consists 
of newspaper reporting, direct mai] 
and publicity. B. A. degree. Free to 
travel. Box 413, ADVERTISING AGE, 
Chicago. 


Taxe a leaf out of 
the book of drug 
advertising. It 
makes good—for 
one thing, be- 
cause it makes 
good use of the 
dealer's window. 


e 
EINSON-FREEMAN CO., INC. 


LITHOGRAPHERS 


Y/ Speetahizing 


oe LOW me 


store display 
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STARR & BORDEN AVES. LONG ISLAND CITY, NEW YORK 


i 
DECADE of RADIO 
ADVERTISING 


By Herman S.'Hettinger| ~ 
A book of facts in a field in which 
very few are available. Types of 
concerns advertising, types of pro- 
grams, seasonal use, use on differ- 
ent days of the week and hours of 
the day—these and many other prac- 
tical problems are keenly analyzed 
for the benefit of agency and adver- 
tiser whose job is to build $300 
an effective radio program. 
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ADVERTISING 
AGENCY 
COMPENSATION 


By James W. Young 

The complete Young Report on 
these vital questions: Should the 
commission system be changed? Is 
the agency profit too high? Whether 
you agree with the conclusions or 
not, Mr. Young's facts are of im- 
Portance and interest to every ad- 
vertising man. Now in a $950 
new, cheaper edition. 


The UNIVERSITY of 
CHICAGO PRESS 
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need this! 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 
MAGILL-WEINSHEIMER COMPANY 
1322 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 
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December 2, 1933 


ADVERTISING AGE 


Suggestion for 
Self - Regulation 
Creates Comment 


New York, Nov. 29.—Typical ex- 
pressions of interest in the sugges- 
tion of ApverTisinc AGE that me- 
dium owners set up committees to 
censor advertising copy were voiced 
here by Stuart Peabody, the Borden 
Company, chairman of the board of 
the Association of National Adver- 
tisers, Inc., and O. J. Elder, presi- 
dent of Liberty. 

ADVERTISING AGE suggested that 
medium owners voluntarily assume 
a greater degree of responsibility for 
advertising they publish and set up 
committees for their respective fields 
with authority to pass upon ques- 
tionable copy. 

“Pending developments make it 
inadvisable to act decisively on the 
suggestion just at this time, but it 
should be carefully considered now,” 
Mr. Peabody said. 

“It is unquestionably the first step 
that should be taken, though I think 
there would have to be a joint com- 
mittee representing all mediums or 
a coordinated working arrangement 
between the committees set up by 
the different mediums. 


An Inequitable Burden 


“At times in the past it has 
seemed to me that advertisers have 
been at fault in urging higher stand- 
ards of copy censorship on individual 
publishers because of the penalties 
involved for the publishers. The 
evidence is not clear on this point, 
however, as some of the most suc- 
cessful publishers have had the most 
drastic censorships, and it is diffi- 
cult to determine the relative in- 
fluence of this factor. 

“In some instances, publishers, 
fearing the charge that they were 
discriménating in favor of certain 
advertisers when rejecting competi- 
tive copy, might have swerved from 
the line they marked to protect ad- 
vertising. The cooperative copy 
committees would eliminate any com- 
pulsion of this kind. 

“If I interpret the national indus- 
trial recovery act correctly, it gives 
mediums the right to take advantage 
of the suggestion that has been 
made. I have noted with interest 
the paragraph in the code of the 
Periodical Publishers Institute that 
the industry shall establish definite 
regulations designed to prevent the 
publication of misleading and un- 
truthful advertising. This provision 
should be included in all medium 
codes as a basis for the action sug- 
gested.” 

Both Mr. Peabody and Mr. Elder 
saw merit in the fact that the co- 
operative censorship committees 
need not limit their activity to the 
negative purpose of eliminating the 
very small amount of objectionable 
advertising but can act constructively 
in raising advertising standards and 
values. 


Points to Liquor Handling 


“It all hinges, it seems to me, on 
the willingness of the majority of 
the important publishers to cooper- 
ate in this fashion,” said Mr. Elder 
in his endorsement of the plan. “The 
proposal that publishers set up their 
own committee for the censoring of 
advertising copy, is exactly what 
was done last week in the case of 
liquor advertising. 

“Realizing the need for exercising 
the greatest discretion in the ac- 
ceptance of liquor advertising copy, 
Publishers who opened their columns 
to liquor advertising instinctively 
turned to the cooperative committee 
for the solution of this problem. 

“IT see no reason why the plan 
could not be applied to all advertis- 
ing if publishers generally were will- 
ing to pool their interests to the ex- 
tent of appointing a central com- 
mittee to pass upon the copy.” 


“News” Picks Reps 


Reynolds-Fitzgerald, Inc., which 
has handled the eastern territory 
for the Los Angeles Illustrated Daily 
News since its inception, has been 
appointed Pacific coast representa- 
tive for that paper. 


Four New Accounts 


For Bender-Shaw 


Bender-Shaw Advertising, New 
York, will place advertising of Par- 
agon Paint & Varnish Corporation, 
Long Island City; A. C. Horn Com- 
pany, Long Island City; M. J. Mer- 
kin Paint Company, New York, and 
Fada Radio and Electric Corpora- 
tion, Long Island City. 

The Fada company will use dealer 
helps and direct mail, while on the 
other three, all paint manufacturers, 
dealer and trade advertising, printed 
color cards, display and direct mail 
will be used. ; 


Levin Leaves Ronson 
S. J. Levin, for five years adver- 
tising manager of Art Metal Works, 
Inc., maker of Ronson lighters, has 
resigned. 


May Advertise 
Bank Insurance 


After Jan. 1st 


Chicago, Dec. 1.— Although the 
Federal Deposit Insurance Corpora- 
tion looks with disfavor upon banks 
advertising that all deposits of less 
than $2,500 will be guaranteed in ad- 
vance of the actual effective date of 
this section of the banking act of 
1933, it has no objection to banks 
advertising this feature after Jan. 1. 

In a telegram to the headquarters 
office of Financial Advertisers As- 
sociation, L. E. Birdzell, general 
counsel of the FDIC, said: 

“After insurance becomes effective 


insuring banks may properly an- 
nounce or advertise their member- 
ship in temporary fund and insur- 
ance of deposits in this corporation 
as provided by the banking act of 
1933. We are suggesting no par- 
ticular emblem or insignia but would 
not approve use of copy of corporate 
seal.” 
Banks’ Status Uncertain 

Amplifying this telegram, Mr. 
Birdzell wrote the association that 
it is the intention of the FDIC to re- 
lease the names of all insured banks 
simultaneously, so as not to give any 
bank an unfair advantage over a 
competitor. “Further to this end,” 
he said, “the board does not look 
with favor upon advertising in ad- 
vance of Jan. 1 while the status of 
non-member banks is necessarily un- 


23 
certain, pending the ultimate de 
cision.” 

The Financial Advertisers As- 


sociation is urging members to use 
cooperative advertising in connection 
with deposit insurance, or if this is 
not feasible, is suggesting that all 
banks in each community agree on 
the type of copy to be used. 


Appoints Ayer 
Robert A. Johnston Company, 
Milwaukee, maker of Johnston’s 
chocolates, has placed its advertis- 
ing with N. W. Ayer & Son, Phila- 
delphia. 


Publisher Moves 


The Dell Publishing Company has 
moved its offices to 149 Madison Ave- 
nue, New York. 


Chatelaine 


Chatelaine, the mistress o 
chateau, who usually wore 
ere of Bi Panag sus- 
pen rom her g ; hence 
—The Keeper of the Keys. — 


Chatelaine is an exclusively feminine 
and distinctively Canadian magazine 
edited for younger married women. 


It is modern in style and viewpoint 
and has a responsive audi consist- 
ing of nearly a quarter of all the 
English-speaking urban homes in 
Canada. 


Specimen copies and rates on request. 


Head Office: 


481 University Avenug, TORONTO 


Keeper of the Keys to her Children’s Welfare 


IRST in the home comes the health, comfort and happiness of the 


children. There is nothing in the world like the care and affection mothers 
lavish on them. Modern young mothers are the best mothers the world has 
yet seen. They are guided by knowledge as well as instinct. 


In Canada, Chatelaine meets their desire for specific knowledge by helpful 
editorial services dealing with the health, training and entertainment of 


their children. 


Chatelaine serves the modern Canadian mother with: 


—Chatelaine Baby Clinic—conducted by Dr. John W. S. McCullough, of 
Ontario Department of Health, an international authority on children; 


—An outstanding series of articles on child training by competent 


authorities; 


—Interesting feature stories for children and unique colored cut-outs. 


If your merchandise contributes to the welfare of children, you will find 
Chatelaine a very valuable medium for you—and many products have been 
started out on a lifetime of service to the whole family through being bought 
first for the children, thereby opening the door to a “long time” market. 


e Branches: 
Monrreat, New York, Cuicaco 


A Magazne for Canadian Women 
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PHOTOGR APHIC FORD OUTDOOR POSTER APPEARS THROUGHOUT THE SOUTHEAST 
REVIEW OF THE « ee OF THEM ALL 
WEEK 


ECONOMY 
PERFORMANCE 
A FLYING FISH RUINS A NIGHT'S REST 


December 2, 1933 
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ce ‘THE CAR THAT WON'T BE OUT-OF-DATE NEXT YEAR 


More than 1,100 of these posters, developed by Eastman, Scott & Co., Atlanta, are now being seen in 
Georgia, Florida, Alabama, South Carolina, North Carolina and Tennessee, the territory covered by the 
Atlanta and Jacksonville Ford branches. 


EXPERTS DISAGREE ON THIS PICTURE 


WANTS A JOB 


————— — 


Copy placed by Wm. Esty & Co., New York, for Health Products 

Corporation, Newark, N. J., in December magazines reproduced a 

fishy nightmare to stress, by strong contrast, the absence of fish 
flavor in White's cod liver oil concentrate tablets. 


"ALL-AMERICAN" MARGARINE MAKES BOW 


Roland Gibson, formerly with the 
"Wall Street Journal,"' wanted a 


This photograph, showing how a fragrant perfecto helped begin an 
acquaintanceship, was rejected by the cigar advertiser for whom it ; 
job and expected this tabloid was made. Justice came for the photographers, Nyholm-Phillips, ‘ 
newspaper sheet to get one for New York, when the work was accepted for the annual exhibit of con- 

him. temporary photography now on view at the Ayer Galleries, Phila- 


delphia. 
FOR ABSOLUTE 


SAFETY 


in darkening your 
lashes use genuine, 
aot di 


SUGGESTED FOR WINDOW DISPLAY 


New product of Capitol City Products Company, Columbus, O., for 


which a drive of near-national proportions has been started. 
(Story on page 14.) 


Small space copy which will run in 

Sunday newspapers indefinitely to 

combat the implications of Prof. 
Tugwell's newsreel talk. 


TRAVELING TRAIN ATTRACTS MUCH ATTENTION 
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a. CHICAGO ‘12° erie 


CHICAGO & NorRTH WESTERN Ry. 


- BROADWAY - 4960 
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Said to be the first outdoor display of its kind, this showing in Milwaukee contains a Scene-In-Action unit by 
means of which the wheels of the locomotive revolve, smoke puffs from the stack, the steam exhausts, and 
the clouds and right-of-way rush by at great speed. The message at the right is changed monthly. The 
board, which is 10 by 42 feet, was erected by Benerel Outdoor Advertising Agency, through Klau - Van 


Pietersom-Dunlap Associates, C. & N. W. agency. 


Hookless Fastener Company, Meadville, Pa., is suggesting to dealers 

that they use a transparent evening gown like this to reveal the appli- 

cation of its slide Seheneee to undergarments. Department store 

dress designers are having a lot of fun creating the gowns, a circum- 
stance which is helping to make the idea a success. 
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HOLDS MACHINES: 
ARE ESSENTIAL 
TO PROSPERITY 


Flanders Addresses Strong 
Defense to President 


Washington, D. C., Nov. 27.—The 
important function which improved 
machinery can play in making it 
possible for workers to have a larger 
share of prosperity planned under 
the new deal is presented in a let- 
ter written to the President by 
Ralph E. Flanders, chairman of the 
code committee of the National Ma- 
chine Tool Builders Association. 

Following the completion of the 
code, Mr. Flanders wrote to Presi- 
dent Roosevelt, pledging the co-op- 
eration of the industry for recovery 
and at the same time protesting 
against statements which have been 
made to the effect that most of the 
current economic troubles are due 
to the effort of industry to make 
more goods and to use better ma- 
chinery. 

Because those engaged in advertis- 
ing and merchandising improved in- 
dustrial equipment are being called 
op constantly to justify their posi- 
tions, Mr. Flanders’ letter, which has 
been given much publicity, is of un- 
usual value. It is presented in part 
as follows: 

“Many public spokesmen, in and 
out of office, have warned industry 
that it is having its final opportunity 
to reorganize itself to serve social 
ends; and that if it does not do so 
it will have to be governmentally 
organized and controlled. 


Registers Protest 


“There is implied in this an ac- 
cusation of sole responsibility for the 
nation’s economic distresses which, 
most unfortunately, the acknowl- 
edged leaders of industry appear to 
have accepted. At least, no word of 
public protest passes their lips. 

“We do protest. 

“While admitting errors of judg- 
ment, errors even of over-reaching 
and greed in some instances, it 
seems clear to us that no correction 
or reorganization which could con- 
ceivably have taken place within 
the field of industry would have 
greatly mitigated the disaster of 
1929 and the succeeding years; nor 
can we conceive of any assurance 
of safety for the future by such 
means. 

“The major elements of disaster, 
as you indicated in your inaugural 


"0. K. AS CORRECTED" 


Otte Kuhlor 


BOILER MAKERS 
LEARN VIRTUES 
OF ADVERTISING 


Kalamazoo, Mich., Nov. 29.—Non- 
advertising boiler manufacturers 
were publicly scolded this month by 
a paper maker who was in the mar- 
ket for a 2,000 h. p. boiler, but 
couldn't find anyone who was willing 
to admit openly—i. e., in advertis- 
ing—that he had anything like that 
for sale. 

The paper maker is Jacob Kindle 
berger, president of the Kalamazoo 
Vegetable Parchment Company. Mr. 
Kindleberger, one of the unusual 
characters whom the paper industry 
seems to produce in large volume, is 
known throughout the trade as 
“Uncle Jake.” The name fits so well 
that Mr. Kindleberger decided it 
might as well be used in the com- 
pany’s advertising, and most of the 
copy is now written over that signa- 
ture. 

Telling the World 


Uncle Jake’s complaint, as it ap- 
peared in paid space in several trade 
papers, is reproduced here, This copy 
first saw the light of day in The Na- 
tional Provisioner, later appearing in 
The Paper Industry. It is scheduled, 
with slight changes, for December 
issues of Bakers’ Helper and Bakers’ 
Weekly, National Butter & Cheese 
Journal, American Creamery €& 


Poultry Produce Review and Dairy 
Produce. 
Copy is varied by changing the 


Banish 


New York, Nov. 28.—One of the 
predictions which are being made by 
leaders in industrial advertising with 
reference to 1934 activities is that 
next year will be unusually im- 
portant from the standpoint of the de- 
velopment of new catalogs. And the 
prediction is also made that there 
will be numerous changes of im- 
portance in the basic plans for cat- 
alog compilation and distribution. 
The reason back of the statement 
that more industrial catalogs will be 
published in 1934 is rather evident. 
With improved industrial sales in 
evidence generally throughout the 
field, manufacturers are feeling the 
need of placing up-to-date informa- 
tion in the hands of their customers 
and prospects. In many cases the 
only available catalog information is 
badly out of date both as to prod- 
ucts and prices. 

Many merchandising executives 
stress the fact that their companies 
have used the depression period as a 
time for the study and redesign of 
their complete lines. Hardly a rep- 
resentative house in the industrial 
equipment field has neglected the op- 
portunity to go over its line critic- 
ally, finding ways to improve appear- 
ance or operating efficiency, to cut 
down cost or to add convenience. 


New Story to Tell 


In addition to bringing about im- 
provements in the old line, many new 
products have been brought out, at 
least as far as the development of 
designs and testing in use are con- 
cerned. Many of these new products 
have not yet been aggressively mar- 
keted, partly because of the cost of 
sales promotion work, and partly be- 
cause of the lack of up-to-date cat- 
alogs. 

Advertising managers have been 
laying out more complete industrial 
campaigns for 1934, most of them 
feeling that with the sales situation 
so greatly improved, their manage- 
ments will be in a position to okay 
advertising campaigns somewhat 
nearer normal than for several years. 
And new catalogs are an important 
part of these campaigns, since they 
will represent something new and in- 
teresting to feature in the advertis- 
ing. 

Discussions with executives who 
are supervising new catalog jobs have 
emphasized the interesting fact that 
there is a definite trend toward the 
elimination of list prices. This is a 
story in itself, for it is the result of a 


(Continued on Page 5) 


(Continued on Page 15) 


great many changes in operating 


Flood of Catalogs 
Promised for 1934; 


List Prices 


conditions in industrial distribution 
and marketing. 

There is no doubt that buyers have 
been insistent on the change for some 
time. The necessity of figuring dis- 
counts, often on an elaborate basis, 
has added greatly to the cost of pur- 
chasing operations. The establish- 
ment of net prices is always a wel- 
come step from the standpoint of the 
buyer, because he knows that his 
task will be lightened. 


Reason for List Prices 


The reasons for the continuance of 
list prices over many years are com- 
plicated, but one of the most import- 
ant has been habit. Another has been 
the lack of standard, uniform meth- 
ods of distribution. The policy of 
selling on a hit-or-miss basis to job- 
bers, consumers and others, and the 
consequent necessity of using dif- 
ferent price levels for each, made the 
list price a convenience to the seller, 
since he could then adjust the prices 
for each group by the addition of 
discounts. 

Most manufacturers have decided 
that this is a poor way to do busi- 
ness, and that they should have a 
clean-cut distribution policy, protect- 
ing the jobber if distribution is ac- 
complished through wholesale out- 
lets, and making it clear to distribu- 
tors just what classes of buyers are 
sold direct, and just what products 
in the line are handled on that basis. 
With all the cards on the table, the 
establishment of net prices is a lot 
easier. 

When this is done, changes in 
prices are announced by the issuance 
of price-lists, the catalog proper be- 
ing used for the sole purpose of de- 
scribing and identifying the goods. 
After all this seems to be the pri- 
mary function of the catalog, for 
prices vary so constantly, and under 
today’s conditions may be expected 
to fluctuate still more violently, that 
a reference book intended for use 
over a long period speedily becomes 
obsolete if prices are included. 


Predict New Utility 


Price-lists can be issued on a quar- 
terly basis, or more or less fre- 
quently, as conditions demand. The 
task of keeping them up to date usu- 
ally falls to the lot of the advertising 
department, but is not especially dif- 
ficult, as the type matter can be cor- 
rected from day to day as prices are 
changed, and the job reprinted at 


ONLY A STEAM 


Dr. Kubler Performs a Slight 


sign today embraces first, higher 
efficiency; 
beauty. 

means the more to sales departments 


ENGINE BUT IT 
HAS “IT” NOW 


Operation 


New York, Nov. 29.—Industrial de- 


second, more grace and 
Which of these attributes 


is difficult to determine. The first 
gives punch to their orations; the 
second lends “it” to their products. 
The new streamlined locomotives 
being produced by the American Lo- 
comotive Company were designed to 
appeal to key executives of railroads, 
regardless of whether they happen 
to be operating trains, or selling 
transportation to the public in com- 
petition with other carriers of all 
kinds. 

The company called in Otto Kuh- 
ler, noted artist-designer, as con- 
sultant. Mr. Kuhler is famous for 
his ability to put into products what 
they have to have to sell today. With 
his aid, the American Locomotive 
Company produced engines that not 
only get over the rails with great 
speed and no apparent effort, not to 
mention being easy on the coal pile, 
but give the passenger department 
something to which they can point 
with pride and be understood. 


Plenty of Speed 


Streamlining is justified today for 
power-saving in high-speed trains 
and the American Locomotive Com- 
pany and Mr. Kuhler have designed 
several engines capable of speeds of 
120 miles—and more, if any railroad 
should want it. These locomotives 
embody all of the rapid progress of 
the last fifteen years, but in appear- 
ance they are a brand new creation. 

Mr. Kuhler retained the familiar 
cowcatcher, but he sheeted it in and 
then gave it anti-climber rails de- 
signed to sideswipe obstructions. 
These rails also form the steps lead- 
ing up to the running board and the 
hinges for the front cowling, giving 
access to air pumps and boiler front. 

He placed the headlight on top of 
the boiler and made both it and the 
stack invisible. He developed a 
smoke deflector as a substitute for 
the unsightly side shields in use on 
European locomotives. 


Advertising Value Too 


Sand box, dome, bell, whistle, and 
safety valves are all invisibly stream- 
lined into the cowl on top of the 
boiler. Kuhler specified bright red 
enameled side panels for the top 
cowl, with the alternative of an en- 
cased Neon electric sign bearing the 
name of the train. On top of the 
cowl is a fin designed to provide an 
even flow of the exhaust steam from 
the stack. 

The engineer’s cab is streamlined 
to the full width of the train. All 
wheels and gear are covered with 
sheeting, leaving convenient open- 
ings for servicing. The tender, 
which is closely connected with the 
engine, carries in its rear a compart- 
ment for air-conditioning. It also 
holds the train’s lighting apparatus. 

Mr. Kuhler has also designed a few 
semi-streamlined models which allow 
servicing of running gear in the 
usual manner. Wheels and side rods 
are uncovered in these designs, and 
the engines are streamlined only in 


(Continued on Page 16) 


front, boiler and cab. 
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CLASS & INDUSTRIAL MARKETING SECTION 


December 2, 1933 


SEARS, ROEBUCK 
ABANDON HOME 
CONSTRUCTION 


Follow Lead of Montgomery 
Ward & Co. 


Chicago, Nov. 29.—The home con- 
struction division of Sears, Roebuck 
and Co., organized in 1911, is in con- 
siderable degree being liquidated. 
Harvey Harris, head of the depart- 
ment, and a number of other execu- 
tives in the home construction sec- 
tion are resigning and some em- 
ployes are being shifted to other di- 
visions. A skeleton force will take 
care of the work still pending and it 
is understood that a few jobs for 
cash only under contract will be 
completed. 

Montgomery Ward & Company dis- 
continued its home construction de- 
partment in April, 1932. 

It is believed that the losses sus- 
tained in the past few years as well 
as the difficelties with mortgages 
held by the firm on homes built for 
individuals are partially responsible 
for the discontinuance of the home 
construction department. It is said 
that the department was profitable 
when selling only ready-cut houses. 
Upon entering the building field, 
losses developed. 


Some of Difficulties 


The division showed a loss of $1,- 
154,985 in the 1932 fiscal period. For 
19 years, however, it had a continu- 
ous record of profitable operations. 
Since September, 1931, the depart- 
ment had operated at a loss. The 
mortgage situation made it neces- 
sary for the company to re-acquire a 
number of houses and added to this 
was a drop of 40 per cent in home 
construction sales during the 1932 
fiscal year. Some months ago the 
department developed several new 
types of ready-cut homes, which 
would make it possible for the pur- 
chaser to construct the home him- 
self. 

General R. E. Wood, president, in 
his annual report to stockholders 
early this year said, “With the reor- 
ganization and the* reduction of ex- 


pense that have been effected, it is 
believed that in 1933 this branch of 
the business can be operated without 
loss even if we should encounter a 
urther reduction of 20 per cent in 
volume of sales. 

“In the conduct of our modern 
homes business we have made loans, 
taking mortgages as security. These 
mortgages are all from individual 
home-owners located over the entire 
area east of the Mississippi and 
north of the Ohio rivers. No mort- 
gages have been made on apartment 
houses, hotels, business or sub-divi- 
sion property or on houses erected 
on high priced land. 

“The average outstanding loan is 
$3,782. Of the 12,000 loans outstand- 
ing 155 or 1.3 per cent in number 
and 4.5 per cent in value are for uver 
$10,000. The class of property on 
which our loans have been made has 
held its value better than any other 
forms of real estate and the danger 
of loss has been less than on any 
other type. 


- 


Repossessions Increased 


“Beginning with the summer of 
1931 there has been a large increase 
in the number of properties re-ac- 
quired. In the period September, 
1931 to November, 1932 the number 
re-acquired exceeded the total of the 
preceding 10 years. Since November 
this number has begun to decline. 
We have created additional reserves 
based on our experience for the past 
two years, which are considered 
ample to care for any further losses 
which may occur on these mort‘ 
gages.” 

The report noted that on Septem- 
ber 1, 1931, the number of prop- 
erties re-acquired or in progress was 
420, with an unpaid balance of 
$1,650,100 and, from September 1, 
1931, to January 28, 1933, 661 addi- 
tional properties were re-acquired 
with an unpaid balance of $2,720,542. 

During the period 219 properties 
were re-sold with an unpaid balance 
of $830,921 at $695,151 or for 83.66 
per cent of their book value. In 
November, 1931, Sears began to rent 
some of the properties and as of Jan- 
uary 28 of this year 503 properties 
were rented on an annual basis of 
$127,248. 

The home construction division 
was opened primarily to afford an 
outlet for the sale of general mer- 
chandise, General Wood said. The 
sale was of complete homes to the 
small home owner. In addition, the 
department has sold building and 
roofing material. 


MAKING "LEADER" OUT OF ROPE 
a 


New Plymouth 
Fixture Moves 
Rope Up Front 


North Plymouth, Mass., Nov. 29.— 
Rope has usually been out of sight 
and out of mind with the hardware 
dealers of the country. Its bulk and 


weight made it difficult to store, 
much less display, in the store 
proper, and the vast majority of 
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dealers tucked it away in the base- 
ment where it would not be under 
the feet of the salesmen and cus- 
tomers. 

The Plymouth Cordage Company 
is changing all of this with great 
rapidity as the result of its perfec- 
tion of a new display fixture, dubbed 
the Plymouth Rope Sales-Maker. The 
new mechanism is not only a com- 
plete and compact rope department 
in itself, but it takes the curse off 
the sale of rope by making it a plea- 
sure for the dealer or salesmen to 
demonstrate the new gadget for the 
customer. 

The Sales-Maker presents a com- 
plete display of all of the sizes and 
grades of rope carried by the dealer. 
Furthermore, it contains both a 
measuring device and a rope cutter. 
When the salesman pulls the rope 
through a gauge, the number of feet 
is accurately and instantaneously re- 
corded on a dial. The cutting is 
simple and effortless. 

Actual tests have proved that the 
Sales-Maker reminds customers of 
their rope needs; sells a greater var- 
iety of sizes; saves time and muscle 
in handling rope, and is especially 
adapted to the sale of rope by the 
foot instead of the pound. 

The new device is being introduced 
to the trade by copy in Hardware 
Retailer and Hardware Age, supple- 
mented by direct mail to dealers and 
jobbers. For a limited time, the Ply- 
mouth Company is making a special 
offer by which dealers can obtain the 
fixture by a nominal investment. The 
advertising is handled by’ the 
Larchar - Horton Company, Provi- 
dence, R. I. 


“California Oil 
World” Cuts Rate 


California Oil World, Los Angeles, 
has issued a new rate card, the one- 
time page rate now being $70. 

This is a reduction of about 50 per 
cent in rates. 


N. 1. ALA. STAFF 
IS NOW CHARGED 
WITH =STRATEGY 


Schenectady, N. Y., Nov. 29.—The 
military formation of the Nationa] 
Industrial Advertisers Association, 
adopted at the last annual meeting | 
in Chicago, has peen perfected and 
is expected to swing into action 


shortly. 
Gregory H. Starbuck, Genera] 
Electric Company, first vice-presgj- 


dent of the N. I. A. A., is ex officio 
chairman of the new activities com. 
mittee, created to assist Howard F, 
Barrows, Austin-Western Road Ma. 
chinery Company, president, in con- 
ducting the affairs of. the organ. | 
ization. 


To Prepare Plans 


The activities committee, in other 
words, will do the staff work, leay- 
ing the president free to see that the 
plans are executed. 

The 1933-34 strategy will hinge on 
research. Last year the Engineer. 
ing Advertisers Association, Chi- 
cago, conducted several outstanding 
pieces of research, revealing the pos- 
sibilities in this direction. The re 
sults were turned over to the N., I, 
A. A., in whose name the work was 
done, and they convinced the parent 
organization that there was more 
gold to be had if enough excavating 
were done. 

The activities committee will de- 
termine the exact nature of the 
studies to be made. 


Started with Falk 


The fact that the N. I. A. A. ulti- 
mately decided that _ staff-work 
should be done by a special group 
and not by its commander, recalls 
an interesting military analogy be- 
lieved to have been originated by 
General Otto H. Falk, then presi- 
dent, now chairman of the board, of 
the Allis-Chalmers Manufacturing 
Company, Milwaukee. 

Writing in Ciass & INDUSTRIAL 
MARKETING in September, 1927, Gen- 
eral Falk said that he regarded ad- 
vertising as the artillery which 
makes it possible for the infantry 
(salesmen) to come to grips with 
the enemy and secure ultimate vic- 
tory. This conception of the func- 
tion of advertising gained wide- 
spread acceptance and is still being 
propagated, though seldom or never 
with credit to the original source. 

The N. I. A. A. has pursued the 
military analogy one step further in 
creating a staff to relieve its com- 
mander-in-chief of some of the brain- 
work, leaving him free to direct his 
army in the field. 


New Machines 


Give Salesman 
Potent Story 


New York, Nov. 29.—‘Throughout 
all the capital goods industries there 
is evident the common aim of devel- 
oping such fundamentally improved 
designs that existing machinery will 
rapidly become obsolete,” reported 
the November issue of Product En- 
gineering, devoted to its annual sur- 
vey of development activity in the 
field of machinery and metal prod- 
ucts. 

“While different fields vary with 

reference to the character of im- 
provements by which it is expected 
to antiquate existing equipment,” 
continued the publication, “in each 
instance the fundamental idea is to 
increase earning power of the ma- 
chine to such an extent that the con- 
tinued use of old equipment becomes 
extremely unprofitable.” 
More than 325 manufacturers con- 
tributed to the findings of Product 
Engineering. Their reports were 
grouped by industries to show trends 
in each field. 
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Industrial Field 


By JOHN ‘ALLEN MURPHY 
G. M. Basford Company, New York 


The gift shop has become an out- 
let for the industrial manufacturer. 
This is one of the most curious de- 
velopments in industrial marketing 
that has taken place in a long time. 
A few years ago if one would have 
suggested that industrial concerns 
would soon be selling to gift shops. 
he would have been set down as ec- 
centric. And yet that absurd notion 
has come to pass. 

I do not mean to say that lathes, 
power equipment, railroad supplies, 
steel and copper shapes or material- 
handling systems are being retailed 
through gift stores. But a number of 
companies that made products of the 
sort just mentioned, are now manu- 
facturing gift wares; and in market- 
ing them they are doing just as good 
a job, as they ever did in selling cop- 
per tubing, steel plates, machine tools 
or in catering to the needs of the 
electrical utilities. 

A striking example of the meta- 
morphosis that has come into indus- 
trial marketing is supplied by the 
F. A. Bartlett Tree Expert Company. 
This concern derives the principal 
portion of its business from public 
utilities, municipalities, park  sys- 
tems, golf courses, etc., which are in- 
dustrial and institutional markets. 
Recently it brought out a six ounce 
package of plant food, to be used in 
fertilizing house plants. This new 
product is retailed through various 
merchandising channels. The gift 
shop is one of the most responsive 
of these outlets. 


Fertilizer for Homes 


Imagine fertilizer being sold as a 
gift! And yet this development is 
logical. In going after the gift mar- 
ket this industrial service organiza- 
tion is not straying far from its orig- 
inal business. It has always pre- 
pared a tree food, which it used for 
the nourishment of the trees under 
its care. Laboratory experiments 
proved that this food could also be 
used for house plants. All the com 
pany has done, therefore, is to take 
an industrial product, put it up in 
consumer-sized packages and to mar- 
ket it through gift shops and other 
retail stores. 

There is also the case of the 
Stanley Works. The company makes 
a variety of tools for many trades 
and for a multiplicity of industrial 
uses. A division of this concern is 
one of the two largest manufacturers 
of rules in the world. Recently Stan- 
ley added a flexible steel rule to its 
line. This addition has gone over 
like wildfire. Perhaps, the most in- 
teresting fact about its sale is the 
surprising number of these rules that 
are being sold through gift stores. 

One of the most remarkable gift- 
market records has been attained by 
the Chase Brass & Copper Company. 
Chase has long been a well known 
fabricator of copper products, most of 
which found their way into indus- 
trial fields. Two or three years ago 
this organization went extensively 
into the production of decorative 
wares. This line is merchandised 
through gift shops and department 


stores. The sale of these goods has 
held up consistently during the de- 
pression. 

The Whistling Kettle 
Another copper company, the Re- 
vere Copper & Brass Company, has 
had much the same experience. Its 
line of cooking and food utensils has 
gone over with a bang. This con- 
cern’s biggest success, however, has 
been on a novelty—a whistling tea 
kettle. They are retailed through 
gift shops, department stores and sim- 
ilar channels. More than a million 


of these kettles have been sold in the 
last few months. Marshall Field’s 
disposed of several thousand in a 
single week. 

The long and famous career of the 
Weston Electrical Instrument Cor- 
poration has been identified almost 
entirely with the industrial market. 
Last summer the company brought 
out a produce called the Exposure 
Meter. Of course, the Exposure 
Meter is a camera accessory, and is 
sold wherever cameras and supplies 
are handled, including gift shops. 

There is a considerable amount of 
waste in the manufacture of rope. 
One of the large cordage companies 
recently began utilizing some of this 
waste, by converting it into decora- 
tive novelties. These are being mer- 
chandised through gift trade chan- 
nels. 

In fact a number of manufacturers 
are getting into the gift market via 
the waste route. The Beardsley Wal- 
cott Company, of Waterbury, Con 


necticut, has brought out a product 
called the Duo-Craft Coaster. It is 
a combination ash tray and glass 
holder. The perforated stand within 
the tray is a piece of waste, left over 
from stamping operations. This 
article is being sold through gift 
outlets. 
Birth of Aluminum 


The Aluminum Company of Amer- 
ica’s business is now preponderantly 
industrial. Today there are thou- 
sands of uses for aluminum. In view 
of this, it is interesting to recall that 
when the company produced its first 
100 pounds of aluminum, it did not 
know what to do with it. The 100 
pounds was locked in the safe until 
the management could think of some 
way to use it. One of the first uses 
to be devised was a line of gift and 
novelty wares—collar buttons, pic- 
ture frames, pen holders, candle- 
sticks, etc. Ever since, this giant in- 
dustrial concern has never failed to 
keep its hand firmly on the mer- 


chandising market, even though its 
primary outlets were industrial. 

Any number of other examples 
could be cited. It would seem that 
any manufacturer’s marketing possi- 
bilities are only limited by his abil- 
ity to let his imagination play where 
it will. 


Rusch Is Promoted 


Hugh L. Rusch, who joined the 
Northern Pump Company, Minne- 
apolis, eighteen months ago, has been 
elected vice-president and appointed 
Eastern sales manager. 


in 1639. 
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ALTHOUGH the owner, Reverend 
Joseph Glover, had died at sea, his 
press was set up in Cambridge, Mas- 
sachusetts, as an adjunct to the col- 
lege soon to be named Harvard, under the direction of 
Glover’s widow and a workman, Stephen Day. 


THE PERFECT PRI 


MaMuUractURED UNDE 


Appropriately the first piece of work produced by 
Stephen Day and his son Matthew was the “Freeman’s 
Oath,” printed on a half sheet of small paper, early 


Unfortunately no copy of the “Freeman’s Oath” 
has been preserved so that America’s first printing 
might be contrasted with the latest, high speed press 
work upon Kleerfect—The Perfect Printing Paper. 


TING PAPER 


US PAT NO. 1918085 


th 


A Preacher brought 


printing press 


¢ first 
o America 


In 1639, Lay’s was the only press. In 1933, Kleer- 
fect is the new uncoated book paper that can be printed 
on either side with equal results because Kleerfect is 
alike in color and surface on both sides and is guaran- 


teed to show no wire marks. 


The surface of Kleerfect is smooth, without glare, 
hence is easy on the eyes. Kleerfect has proper ink 
absorption, a strength suited to modern high speed 
presses, a color that permits precise color work, and an 
opacity that prevents show through even on heavy solids. 


Kleerfect, revolutionary in its printing possibilities, 
is being produced at prices no higher than you have 
been used to paying for just printable papers. 

Publishers, printers, and advertisers have in Kleer- 
fect an opportunity to reduce cost and raise quality in 
magazines, catalogs, and other printed pieces. This 
advertisement is not printed on Kleerfect, but you may 
have printed samples by writing, on your letterhead, 
to our Advertising Department in Chicago. 
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Public Works and the Small Town 


Bathroom 


One of the most interesting phases 
of the public works program is the 
numerous waterworks and sewerage 
projects which have been presented 
for approval. The attitude of admin- 
istrators is that the obvious need for 
improved sanitary facilities in the 
smaller communities of the country, 
many of which are without the most 
obvious necessities, justifies making 
the conditions just as easy as pos- 
sible for their installation. 

Just what running water in thou- 
sands of homes which have been 


without it will mean from the stand- 


point of manufacturers is readily ap- 
parent. The services of the plumber 
will be in demand for the first time, 
as bathrooms, kitchen sinks and all 
of the other devices provided through 
his skill and the products of many 
manufacturers are made available to 
residents of communities which have 
struggled along without them for 
generations. 

Mr. D’Esposito, the Illinois PWA 
administrator, who talked about the 
program at the November meeting of 
the Engineering Advertisers’ Associa- 
tion in Chicago, showed much real 
feeling in contemplating the primi- 
tive conditions under which many 
Americans are compelled to live be- 
cause of lack of sanitary facilities 
which most people in urban areas 
now regard as absolutely necessary. 
Because of his conviction that this 
condition is a sad reflection upon the 


so-called civilization under which we 
live, Mr. D’Esposito believes that the 
requirements for financing water- 
works and sewerage improvements 
should be made just as easy as pos- 
sible. Certainly this viewpoint can 
be justified, if social as well as eco- 
nomic conditions are taken into ac- 
count. 

Manufacturers whose products are 
employed in the construction of 
waterworks and sewerage systems, or 
in the equipment of homes with bath- 
rooms, lavatories, sinks and other 
domestic conveniences operated with 
running water, seem to have an un- 
usual opportunity to develop a mar- 
ket of important possibilities. The 
modernization of bathrooms has been 
a subject of real concern to the 
plumbing supply field in recent 
years, when new building fell off to 
dangerous proportions, but here is a 
market where modernization will 
mean new installations of bathrooms 
and toilet facilities. 

It will be worth while for sales and 
advertising executives in these in- 
dustries to check the activities of the 
PWA in the water works and sewer- 
age field with unusual care as a 
means of measuring the extent of the 
new market about to be opened. And 
the stimulation of trade effort to take 
advantage of these opportunities, 
though vigorous industrial advertis- 
ing, should play no small part in the 
compaign for the full development 
of the small-town market. 


‘‘Coasting’’ in Advertising Is 
Dangerous Game 


During the past few years many 
manufacturers whose names have 
been famous in industry have coasted 
along with a minimum of advertis- 
ing, believing that under depressed 
conditions they would be able to 
maintain their positions in the field 
without the use of promotion effort. 
The success with which they were 
able to gauge the situation has de- 
pended a great deal on what their 
competitors have done. If the latter 
have been even moderately active, 
the relative positions of leaders in 


the field has been very likely to 
change. 
An advertising agency recently 


took the trouble to survey the in- 
dustrial market for one of its ac- 
counts, to determine the positions of 
leading trade names from the stand- 
point of acceptance and preference 
how, as compared with a few years 


ago. Some of its results were re- 
markably impressive. 

In one case the leader in a certain 
division of the field, who had at- 
tained this commanding position 
through aggressive advertising, and 
later had discontinued it, had slipped 
to a bad second. In its stead, a com- 
petitor, who had reduced his effort 
somewhat but nevertheless managed 
to control the lion’s share of the ad- 
vertising published, and entrenched 
himself strongly in first position. 

Studies of this kind demonstrate 
clearly that advertising plays a very 
definite part in establishing reputa- 
tions and providing the proper back- 
ground for successful sales effort. 
And at the same time they show how 
costly it is to “coast” for an indefi- 
nite period, in the hope that adver- 
tising of years gone by will continue 
to be effective in maintaining trade 
prestige and good-will. 


Information 
for Industrial 
Advertisers 


The following documents may be 
secured without charge by any 
advertiser or advertising agency 
from the publishers sponsoring them, 
or through ADVERTISING AGE, 


113. Leadership and Economy. 

This survey in behalf of Gasoline 
Retailer is confined largely to an 
analysis of circulation, but it makes 
some interesting points about trends 
in the field. For instance: “Under 
the petroleum code, the leasing, lend- 
ing or giving of equipment by oil 
companies is expressly prohibited. 
Therefore, the dealer becomes the 
direct prospect of the equipment 
manufacturer.” 


108. Markets of the South and South- 
west. 

This study by Manufacturers 
Record asserts that the South has 
shown more stubborn resistance to 
the depression than have other sec- 
tions of the country. From 1921 to 
1931, for instance, the value of South 
ern manufactures increased 7.6 per 
cent, while the rest of the country 
showed a decline of 7.1 per cent. 
Qther detailed facts are presented 
about the 17 Southern and South- 
western states. In addition, a sur- 
vey of each state is available. 


109. Behind the Scenes with Steel. 

The well known Cleveland paper 
has begun publication of a four-page 
pamphlet in handy size “to foster 
among its readers a better under- 
standing of its editorial objectives, 
policies and functions and to assist 
these readers to obtain greater values 
from their use of the weekly issues 
of Steel.” The little paper, however, 
will be as interesting to advertisers 
as to readers. 


110. Baking Industry Facts and Fig- 
ures. 


The baking industry is not merely 
large, but almost depression-proof, 
this survey by Bakers’ Helper indi- 
eates. A decrease of only 6.6 per cent 
from normal poundage was reported 
by the industry in 1931, though dol- 
lar decrease was somewhat larger. 
Total value of baked products in 1931 
is placed at $1,190,047,000, showing 
that this industry will never fall be- 
low a billion dollars in its worst 
year. Other sections of the survey 
show the kind and amount of equip- 
ment required to keep the country’s 
bread-basket filled. 


111. Gasoline, Motor Oil and Grease 
in the Food Field. 


Food manufacturers operate 517,000 
motor trucks, or 15 per cent of all 
registered, this survey by Food In- 
dustries reports. These trucks con- 
sume 620 million gallons of gasoline, 
18 million gallons of oil and more 
than 6 million gallons of grease every 
year. The survey devotes consider- 
able attention to an analysis of buy- 
ing responsibilities in this field. 
107. Fumigation in the Food In 

dustries. 

If editors are as close to their 
fields as generally supposed, manu- 
facturers of fumigants are overlook- 
ing a worth-while opportunity, this 
study by Food Industries suggests. 
Fumigation is such a live issue in 
food plants that this paper has de 
voted a great deal of space to it. In 
fact, it ranks fourth in this respect. 
The advertising ratio is so far below 
the editorial as to suggest that ad- 
vertisers are failing to exercise their 
usual alertness. 


97. The Industrial Market—Where 
It Is—How to Reach It. A booklet of 
more than 20 pages, including a sum- 
mary of the county breakdown of the 
Census of Manufactures and maps 
showing the important industrial 
counties of the United States and lo- 
eations of industrial distributors. 
Published by Mill Supplies, Chicago. 
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WRITE A CAPTION FOR THIS PICTURE 
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—Life. 
"| dunno what it's for—lI just keep it ahumming!" 


Not to be outdone by its contemporaries in the general field on the 
subject of contests, Class & Industrial Marketing offers a year’s sub- 


scription for the best caption suggested for this illustration. 


Contest 


closes December 31, 1933. 


Voice of the Industrial Advertiser 


Printing Equipment 
Makers Are Active 


To the Editor: Since National Ad- 
vertising Records does not give line 
age figures for publications in the 
printing industry, you may be inter- 
ested in knowing that they are shar- 
ing the general increase in advertis- 
ing volume reported in your last 
issue. 

Printing has shown a gain for 
three consecutive months. It made a 
25 per cent increase in September, 
gained 12 per cent in October and 
followed this up with a 4.5 per cent 
advance in November. 


Ernest F. Trorrer, 
Managing Editor, Printing, New 
York. 
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Permanent Building 


Exhibit in Pittsburgh 


To the Editor: There has been 
some debate recently as to the value 
of permanent exhibits in the build- 
ing field. 

Pittsburgh’s Gulf building has an 
exhibit which we believe has over- 
come many of the old difficulties as- 
signed to building exhibits. So far 
the exhibit is divided into three 
model villages; one French, one 
English and one American Colonial, 
all full-size models of homes with 
exteriors and interiors complete in 
every detail. 


Our idea in this treatment is to 
show prospective builders the ma- 
terials and equipment in actual use 
and not set up in sample booths 
erected by individual exhibitors. For 
instance the exterior may show 
brick, stone, wood, hardware, sheet 
metal work, glass, light fixtures and 
paint, each one _ furnished and 
erected by the manufacturer or his 
agent according to certain plans and 
specifications drawn by our organi- 
zation. 


On the interiors, for instance, you 
will find a kitchen as a typical ex- 
ample. In this room flooring, wall 
material, cabinets, range, sink, re- 
frigerator, Stov-Dome, incinerator, 
cooking utensils, light fixtures, and 


painters’ finish are shown as an as- 
sembled unit; each item being fur- 
nished by a different manufacturer 
or dealer. 

It is difficult so far due to lack of 
building in this section to get any 
accurate picture as to results. We 
have been able to maintain steady in- 
terest through changes and so far 
our inquiries for specific materials 
have averaged about ten per cent of 
the total number of persons who have 
seen the exhibit. A number of homes 
have been built in which all the ma- 
terials and equipment have _ been 
chosen from this exhibit. 

We are building up the idea of a 
service bureau arid find that people 
are making repeated visits to get 
new ideas on design and materials, 
particularly for remodelling work. 


CHARLES B. SAINTS, 


Mer., Better Homes & Buildings 
Exhibit, Pittsburgh. 
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Producing Movies 

To the Editor: Would you con- 
sider it better for a manufacturer 
who wants a motion picture (silent) 
showing the use of his equipment, to 
buy a camera and make his own with 
the help of a good photographer or 
to employ the services of a film-pro- 
ducing house? 

What is the usual practice? 


Freperic W. LACrorx, 
Industrial Advertising, Milwaukee. 


A recent survey by the N. I. A. A. 
said: 

“Some companies making exten- 
sive use of films have installed their 
own motion picture departments and 
direct their own film activities. The 
more common practice, however, is 
to employe professional producers 
and rely upon their skill and experi- 
ence in production and the selection 
of suitable equipment and distribu- 
tion methods. 

“In the industrial field, difficult 
photographic conditions, necessity 
for animated diagrams, merchandis- 
ing situations and other film prob- 
lems, usually require and justify 
professional services.” 
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ON THE AIR 


Bennett Chapple, vice-president 
and director of publicity for the 
American Rolling Mill Co., Mid- 
dletown, O., plays the part of the 
genial lronmaster on the new 
Armco series, which is heard over 


N. B.C. every Friday night. He 
is a past president of the N.I.A.A. 


HOLDS MACHINES 
ARE ESSENTIAL 
T0 PROSPERITY 


(Continued from Page 1) 


address, lie in the financial-specu- 
lative process; and in this respect 
industry is culpable only as it has 
permitted infection from that source. 

“To look elsewhere is to deceive 
ourselves and the country at large, 
to arouse false hopes, and to run the 
risk of uncontrollable resentment 
should any large measure of failure 
appear. 

“This concentration of attention 
on industry has other unfortunate 
results. The primary sin is con- 
ceived to have been an unrestrained 
over-production of goods; and the 
corresponding remedy is presumed 
to be a scale of production planned 
under government supervision to fit 
such remnants of effective demand 
as may happen to show themselves, 
however paltry and miserable they 
may be. 


A Destructive Policy 
“Many industrial leaders have 
fallen into this error, and have 


sought to build the provisions of 
their codes about it. It would be 
difficult to find a policy more de- 
structive of our justifiable hopes and 
real possiblities. 

“Admitting the over-development 
of certain businesses tied in with 
the financial speculative orgy (city 
real estate, for instance), we remain 
convinced that the scale of material 
production, consumption and enjoy- 
ment which we experienced in 1929 
is one which we may again attain, 
attain with safety and with safety 
surpass. 

“No one who looks about him can 
be satisfied with any rate of produc: 
tion we have ever attained. At no 
time has the great mass of those 
able and willing to work been ade- 
quately housed or properly clothed 
and fed; nor has it had in abun- 
dance the means of rational enjoy- 
ment. 

“The hope of industry for a pros- 
perous future lies in filling these un- 
filled needs For investors also 
there is here an opportunity more 
surely profitable than financial spec- 
ulative processes can ever hope to 
be. 

“Another deterrent to recovery is 
the growing fear of improved ma- 
chinery and processes. Through the 
Codes and the President’s Reemploy- 
ment Agreement, we have shortened 


working hours enough to raise some 
doubts as to a greatly increased 
standard of living under the new 
order. 

“A raised standard of living can 
only come as a result of an increased 
spread between wages and prices, 
by raising wages relatively to prices. 
The extent to which this can be 
done is limited unless we apply the 
tried and tested method—the direct 
and obvious method—that of im- 
proved processes, organization and 
machinery. There is no other way. 


Three False Theories 


“We are faced with these three 
false theories: (1) the primary cul- 
pability of industry; (2) the actuality 
of overproduction; (3) the _ social 


danger of improved machinery. This 
cumulation of error has checked the 
natural growth of industrial courage 
and enterprise which would other- 
wise begin to appear at this time; 
it has prevented recovery in the cap- 
ital goods industries, which are the 
very seat and center of the depres- 


the-work movement—powerless' to 


sion and it bids fair to degrade the 
hopeful, humane experiment of the 
National Industrial Recovery Act 
into a mere expansion of the share- 


generate, or to distribute much 
more in payroll dollars than the 
sums currently available. 

“We need new effectiveness, new 
insight, new courage. Here the in 
terests of agriculture, labor and cap- 
ital, of farmer, worker and employer 
are one. It would be tragic to en- 
deavor, by the exercise of minor 
tactics, to force the issue on the old 
lines of conflict. 

“We believe that your incompar- 
able leadership can properly and ef- 
fectively be engaged in discrediting 
the errors mentioned above, in the 


ten years. 
need exists. 


“capital account.” 


traffic and earnings. 


on liberal terms. 


The concerted 


HE railway industry today repre- 

sents the greatest potential mar- 
ket for materials and equipment in 
A tremendous buying 
There must be spent 
$1.270,000,000 to make up deferred 
maintenance of locomotives, 
roadway, track and structures, ex- 
cluding expenditures for new equip- 
ment and facilities chargeable to 


Three important factors are now 
making imminent the start of wide- 
spread railway purchases. First, the 
definite need for such purchases. 
Second, the great improvement dur- 
ing the past six months in railway 


$400,000,000 of public works funds 
available for loans to the railroads 


influence of these 
factors upon the railway market will 


Raimway Ace ® Ramway MECHANICAL ENGINEER 


cars, 


now on. 


Third, the 


Simmons-Boardman Publishing Company 
30 Church Street, 


105 West Adams Street, Chicago 
Washington, D. C. 


All A.B.C.—A.B.P. 


become increasingly apparent from 


Already, $135,000,000 of 
public works funds has been allotted 
for railroad use, $51,000,000 of which 
is for financing the purchase of over 
a million tons of rail and track fasten- 
ings, and $84,000,000 for the Pennsyl- 
vania railroad, to extend its electri- 
fication program and to construct 132 
electric locomotives and 7,000 freight 
cars. Additional plans involving new 
equipment and maintenance work 
are now being advanced. 


New York, N. Y. 


Terminal Tower, Cleveland 
San Francisco 
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No manufacturer who sells to the 
railroads can afford to overlook the 


ANAT T: 


regeneration of that justifiable cour- 
age and spirit of enterprise which 
are so essential to a solid recovery, 
and in the continuing search for 
methods of control for the financial- 
speculative menace. 

“Here lie our common task and 
our common hope.” 


Clark Heads New 


Track Association 


The Gas-Powered Industrial Truck 
Association has been organized, with 
Ezra W. Clark, Clark Tructractor 
Company, Battle Creek, Mich., as 
president. 

John A. Cronin, secretary-treas- 
urer, will have offices at 60 East 42nd 
Street, New York. 
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present and future sales opportuni- 
ties afforded by the railway market. 
A “Railway Market Data” booklet 
has been prepared describing the 
buying needs of the railways, graph- 


concisely, and showing 
e Simmons-Boardman de- 
railway publications can 


aid you effectively to reach the rail- 
way men who influence and control 


A copy of the “Railway 
ta” booklet can be ob- 


communicating with our 
e on your letterhead. 


© Rarway ENGINEERING AND MAINTENANCE ® Rattway Exectricat Encineer © Rattway SIGNALING 
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INDUSTRIAL MARKETING SECTION 


December 2, 1933 


This Letter 


Pulled 281 


Orders 


By DAVID H. COLCORD 


On the face of it, any letter to 
foundry superintendents can go third 
class and get by. It would seem that 
even a plain circular would do the 
job just as well as a neatly typed, 
filled-in, pen-signed, personal letter. 
In fact, 90 percent of the literature 
received out in the shop looks as 
though the firm which sent it tried 
to manufacture the piece to fit the 
atmosphere of the foundry. 


The letter reproduced below re- 
turned 6.7 per cent in actual orders 
from 4,200 foundries. 

S. Obermayer Company, Chicago, 
manufacturers and distributors of 
foundry supplies, who prepared the 
letter and mailed it, believe that it 
pulled partly because it was 
“dressed” to command attention. A 
fine grade of bond paper in executive 
size was used. The letter was multi- 
graphed, filled-in and _ pen-signed. 
First-class postage was used. The 


entire job was so carefully done that |. 


only an expert could distinguish its 
reproduction from that of an actual, 


personally typed letter. The letter 
carried a challenge in the opening 
paragraph, followed by reason-why 
copy. 

The letter follows: 
Modern Malleable Foundry, 
5467 Canal Street, 
Cincinnati, Ohio. 


Attention: General Manager and 
Superintendent 
Dear Sir: 

When a man says, “I'll call you” 

. . it’s time to quit talking and 
PRODUCE, 

If I could drop in and see you to- 
day, I wouldn't have to TALK. 
could step right out into your foun- 
dry and show you in ten minutes how 
to cut the cost of one molding opera- 
tion by approximately FORTY-ONE 
PER CENT! 

Distance makes that personal call 
impossible for the time being. So 
./m going to make a few statements 
that you are going to CHALLENGE 
. and I am going to give you a 
chance to “call” me. 


cae 


For several years we have felt that 


all of the PEARL PARTING on the 
market was about as efficient as the 
old- fashioned barrel of sugar at the 
corner grocery store. It was just 
one of those things that we all went 
on using KNOWING THAT THERE 
WAS SOMETHING WRONG 

but no one took the pains to cor- 
rect it. 

For example, every molder knew 
that when ordinary Pearl Parting 
was dusted on the pattern that 
PLENTY of it flew into the air to be 
wasted—unhealthful, inefficient and 
costly. Yet it was just one of those 
things, as I said, and we all put up 
with it. 

Complete coverage of the pattern 
was a guess-and-begosh affair de- 
pending on the skill of the molder. 
Sometimes it built up on patterns; 
and again it didn’t. Often it was of 
such color that it couldn’t be seen 
in deep pockets. 

AND IT ALWAYS CONTAINED 
SILICA! Certainly there has been 
enough agitation in recent years to 
eliminate exposure to silica . 
that this feature alone should START 
SOMETHING in the way of develop- 
ing a better PEARL PARTING. 


We went at it in no uncertain man- 
ner . determined to develop a 
parting which would ELIMINATE 
every one of the objectionable, UN- 

(Continued on dichea 13) 


here’s ONE industry where 
only a V can do the job 


We're talking about the meat-packing 
industry—one of the great industrial markets. 


An industry so far-flung, so highly or- 
ganized, that hit-or-miss methods won't do. 


An industry too important to be dealt with 


Z0=—43rQ=—rncv r>o=—-0Mm 


except as a unit. 


Here you need contact with all executive 
groups—management, operating, engineer- 
ing. You must sell more than one type of 
individual, more than a single function. Sell 
the itidustry as a whole, if your objective is 
real industry acceptance. 


There is just one publication that can do 


this job— 


THE NATIONAL PROVISIONER 
It's edited for, read by, every type of ex- 
ecutive, from the presidents and vice-presi- 
dents to superintendents and department 


heads. 


Its editorial content gives them 


everything the business-information require- 
ments of the industry demand. 


Meat Packing and Allied Industries repre- 
sent one of your maior markets. Indispensable 
to producer and consumer, it's stable, active, 
permanent. Here you need not merely cov- 
erage, but saturation and penetration for 
your advertising. And that's the kind of in- 
dustry contact supplied by THE NATIONAL 


PROVISIONER! 


For 1934's best industrial advertising buy, 


ask us for facts. 


Provisi 


loner 


LTIONAL 


MAGARINE OF THE 


Meat Packing and A 


Allied Industries 


407 S. Dearborn Street, Chicago 
New York, 300 Madison Avenue 


Los Angeles, 103! South Broadway 


HONOR WINNER 
OF ‘CHEM & MET’ 
PLAQUE DEC. 8 


New York, Nov. 29.—The Carbide 
and Carbon Chemicals Corporation, 
winner of the Chemical € Metallurgi- 
cal Engineering award for chemical 
engineering achievement, will be pre- 
sented with the bronze plaque sym- 
bolical of its success at a dinner at 
the Chemists’ Club, New York, De- 
cember 8. 

The award is the first of the kind 
to be given to a company rather than 
to an individual. Announced last 
May by Chemical €& Metallurigical 
Engineering, it evoked wide interest, 
more than twenty nominations being 
received and considered by a distin- 
guished committee. 

Sidney D. Kirkpatrick, editor of 
Chemical & Metallurgical Engineer- 
ing, who served as secretary of the 
committee, gave this synopsis of the 
winner’s accomplishments: 


Some of Achlevements 


“The achievements of the Carbon 
and Chemicals Corporation, either 
first undertaken or realized on a full 
commercial scale since January, 
1930, are of three general types: 

“The manufacture on an extensive 
commercial scale by direct synthetic 
methods of chemicals previously not 
available except from fermentation, 
destructive distillation or other like 
non-synthetic processes. Oustanding 
examples of these are acetone, me- 
thanol, ethyl alcohol and ethyl ether. 

“The production of new synthetic 
chemicals on a commercial scale, in- 
cluding tank car shipments, which 
chemicals previously have not been 
available for industrial usage be- 
cause of the limited quantities which 
could be had. Among those first pro- 
duced during the depression are sev- 
eral of the propylene series, triethan- 
olamine, ethylene chlorhydrin (in 
anhydrous form), numerous higher 
ketones and several new chlorinated 
hydro-carbon derivatives. About 
ready for announcement at the pres- 
ent time is a group of other higher 
alcohols, higher aldehydes and novel 
esters of large commercial promise. 
“The development of new uses for 


— 


chemicals previously manufactured, 
including the making of new indus. 


because of the lack of constituent 
chemicals or their high cost. 


Opening New Vistas 


“In addition to chemicals manufage. 
ture, this company has also deyel. 
oped an extended line of resins of 
the vinylite family. This develop. 
ment promises to be as important 
industrially as any other type of 
synthetic plastics affording for many 


trial products not formerly possible | 


uses properties not hitherto avai]. | 


able in any earlier plastics.” 

The committee also took into con. 
sideration the unflagging zeal and 
courage of the Carbide and Carbon 
Chemicals Corporation, which dur. 
ing the depression built the world’s 
largest plant for the synthesis of 
ethyl alcohol and through research 
made America practically indepen. 
dent in important materials formerly 
imported from abroad. 


Industrial 
expositions 


Dec. 4-9. Fourteenth Chemical Ex- 
position at Grand Central Palace, 
New York. C. F. Roth, manager, 
Grand Central Palace, New York. 


Jan. 6-13. National Automobile 
Show at Grand Central Palace, New 
York. Albert Reeves, 366 Madison 
Avenue, New York. 


Jan. 19-27. National Motor Boat 
Show at Grand Central Palace, New 
York. National Association of En- 
gine and Boat Manufacturers, 420 
Lexington Avenue, New York. 


Jan, 22-27. American Road Build- 
ers’ Association in Chicago. 


Jan. 27-Feb. 3. National Automo- 
bile Show at Chicago. Alfred Reeves, 
366 Madison Avenue, New York City. 


Feb. 5-9. Third International 
Heating and Ventilating Exposition 
at Grand Central Palace, New York. 
Charles F. Roth, manager, Grand 
Central Palace, New York. 


Feb. 12-16. Knitwear Industrial 
Exposition at Grand Central Palace, 
New York. M. Thayer, Grand Cen- 
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Plaque to be presented to Carbide & Carbon Chemicals Corporation 
during Chemical Exposition in New York. 
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Index of Heating Business Activity 
(1929 average — 100) 


1929 
January ...--- eee ec eececceeeee 104.4 
February ..-----ceetereeceeees 102.4 
March ....---eeceereeeeeerceeee 103.8 
April ...--0-- ee rere reece renee 95.9 
May ..-cccccccercccrereeseecees 92.8 
BAS ck cde vesveres eed eesenanes 99.6 
July occ cece eee eee eee eeeeeeeees 106.3 
August .....--ecccceceeccereeee 103.7 
September ...---++++eeeeeeeees 102.1 
DEtOWOL oo ccccccccccceseccensee 101.6 
November .....---+++eeeseeceees 92.2 
December ...----seeeeeeeeeeces 95.7 
1930 
JOWEOTY occ csccevceerceseseres 83.3 
February ....-ccceeccesccceves 81.9 
PP rrrrrerr yer Cr Terr re 75.3 
TE 76.9 
MAY cisscsccvcccocevccvocenves 77.1 
BE csc nknetes@oerpi are ceas 82.5 
SOIE cen ndecass odes seneeaa ages 79.6 
August ....cccccccscesccsevcees 78.7 
September ......--+--seeeeeees 80.8 
ECCT CCST CERT CL Ce 82.1 
MOVGUBDET 66 osc ccccescccscecene 74.8 
Pe TT CCT ECCT TTL eT CC 77.0 
1931 
eS CTC CCE TCC UTERO 75.7 
ee, MUTTTT TLC 67.7 
SE ens he KASSREAD ERE OE RRO 70.2 
WO 25 Sacked ssccssanncerpess 68.4 
BE a cpiactereeretaseneneawnen 63.0 
BE as 55g ahs CoN eA RSENS 67.6 
pS SET Ce CTT ee Unt Te 68.0 
Pe EPPOTTTIEIT CURSE TCL Te 64.0 
ee, EERE ee 65.2 
NR a ce pea haeeaOn 65.9 
SOOT CE OTTO TTT 65.0 
NE a. eats Sema y arto see 56.3 
1932 
eS BUCO CTC CTUT ERC LET 51.7 
NS pags 4e ene eowwene ne 51.6 
BS ins seed ReNes anne wntan 50.6 
0 SLT Oe e Te eT Te ee ee 44.0 
ee eee ee ee 40.8 
TT CO ee Tee 41.0 
er ree ee rere 36.8 
OLE SOUT EEO 39.4 
RL OCT CET CC ee 45.9 
DE he Sur capa ahe eines eee 50.9 
NS PCE TOLLE CTO CTR ee 39.5 
ME fas Ce nap beke dees ee 40.0 
1933 
ED oi gw Shed DOKL ERE RS 27.0 
PN a kee rae eee Gwents 29.1 
Soo cae et g nae ta Ce R 29.2 
ED Sok bay 544% ce Saee ee een 27.2 
OT See Pe er re rece 31.9 
SD 5444554 CEG aoa ien etek ED 41.6 
BE ag cule oR aie ta ee ae os 45.0 
CO Pre Te Te Ter eee 41.2 


Norton Prints 
Abrasives on 
Color Inserts 


Worcester, Mass., Nov. 29.—With 
the aid of the Commonwealth Press, 
of this city, the Norton Company, 
manufacturer of abrasives, has 
launched a new campaign, the back- 
bone of which is multi-color, four- 
page inserts which duplicate the ap- 
pearance and touch of the company’s 
products. 

While many printers are now 
equipped for printing with metallic 
inks, the production of the abrasive 
inserts presented problems not con- 
fronted in any other work. John W. 
Odlin, Ine., the agency in charge of 
the Norton advertising, went into a 
huddle with John J. Tighe, superin- 
intendent of the Commonwealth 
Press, mechanical difficulties being 
ironed out after some experimenting. 

In the process of printing, an ab- 
rasive material was deposited on 
parts of the lay-out that illustrated 
the abrasive product. These deposits 
duplicated both red and white abra- 
sives, red abrasive materials being 
deposited on moist red ink to picture 
the famous Norton “Red Wheel,” and 
white abrasives on white ink to il- 
lustrate other items in the line. 

On pages where two abrasive prod- 
ucts were to be reproduced in red 
and white, printing rollers were di- 
vided so that one portion laid red 
ink and later, red abrasive materials, 
while the other deposited white ink 
and white abrasives. This method 
held down production costs. 

The inserts are being used for di- 
rect mail to dealers, as well as in 
Technology Review, Abrasive Indus- 
try, Mill € Factory, Machinery, Amer- 
ican Machinist and Modern Machine 


Activity in 
Heating Shown 
By New Index 


New York, Nov. 29.—Because ac- 
tivity in the building industry is no 
longer proportional to volume of new 
building construction, 
Ventilating, of 
veloped- a new monthly 
heating business activity. 
This index has shown an irregular 
upward 
heating field in 1933. 


this city, 


sweep in business 


the 1929 


Heating and 
has de- 
index of 


This compares 
average of 
Although severe, the drop in business 
experienced by the heating trade has 


not been as sharp as that experienced 
by new building. 

In announcing the new 
Heating and Ventilating said: 

“Primarily prepared for the use of 
market analysts, advertising agencies 
and manufacturers interested in the 
heating market, the index measures 
the combined activity of various ele- 
ments of the heating trade. 


index, 


Comparison Is Easy 


“Since the 1929 average is given 
the base index, figure of 100, the in- 
dex for current months can be ap- 
plied against data from the Census 
of Distribution, Census of the Con 
struction Industry and 1929 Census 
of Manufactures, all of which cover 
1929 activity. 

“By means of the index, the Census 


data can be brought up-to-date, at 
least approximately. In the future 
the index will be published each 
month in a new department of Heat- 
ing and Ventilating.” 

The index was originally planned 
two years ago and in the interim a 
number of methods of constructing 
it were investigated, tested and dis- 
carded. After the building of the in- 
dex was finally under way, several 


thousand calculations were necessary 
in the various steps of determining 
the seasonal variation of each of the 
component series of the index, cor- 
recting the actual data for this varia- 
tion, weighting the series, and finally, 
in combining them into the single 
index. 

The index was developed by Clif- 
ford Strock, associate editor of Heat- 
ing and Ventilating, with the assist- 
ance of W. R. Cowie, of Columbia 
University. 


Kreger to Fensholt 


Advertising of the L. F. Kreger 
Manufacturing Company, Chicago, 
has been placed with the Fensholt 
Company, Chicago agency. The com- 
pany produces automotive replace- 
ment parts. 


Shop. 


FIVE REASONS Why the 


Process Industries Are Buying NOW 


1. 


Industrial and Engineering Chemistry 


706 STRAUS BLDG. 
Chicago, III. 


Brewing. 


Brewers with bank balances are facing the basic job of reequip- 
ping. They have sized up the market. They are preparing for 
competition. 


Distilling. 
We don’t know how many distilleries and wineries there will be. 
We do know that the the best projects of today are in the hands 


of chemical and chemical engineering brains. There’s your cue 
to sales. 


Starvation Years. 


The hard hand of financial control vetoed many an important 
requisition for necessary equipment. The lid is lifting and the 
long deferred orders are coming out. 


Rising Costs. 


Improved production equipment is going into service to meet 
the higher costs of plant operation. The NRA organization is 
on your sales force. There is no mistake about that. 


Depression Products. 


Many new products born during depression are ready for semi- 
works or for production setup. There are many sales possible in 
unexpected places. 


Sell the Process Industries 


NOW 


332 W. 42nd STREET 


New York, N. Y. 


San Francisco, Calif. 
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DEVELOPING NEW 
PRODUCTS PART 
OF DAY'S WORK 


Only Disagreement Is in 
Order of Procedure 


New York, Nov. 29.—While most 
companies are in agreement as to 
the steps necessary in the develop- 
ment and marketing of a new prod- 
uct, there is considerable divergence 
of opinion as to the order in which 
they should be taken. 

This moral is pointed by an inter- 
esting bit of research by Product 
Engineering, which asked executives 
of four companies to outline the pro- 
cedure of their respective organiza- 
tions. How they do it: 


Tools 


1 C. Powers, vice-president, Stan- 
e ley Electric Tool Company, New 
Britain, Conn.: 


1. New product suggested by some- 
one: 
(a) Salesmen 
(b) Officials or staff 
(c) Friends 
2. Sales research covering: 
(a) Competing lines, if any 
(b) Demand 
(c) Method of selling 
Patent search. 
Preliminary design. 
Cost estimates: 
(a) Capital expenditure 
(b) Product 
6. Build models 
7. Test fully and experiment with 
models. 
8. Proceed with patterns, jigs, fix- 
tures, gages, etc. 
9. Start production. 
Advertising. 


me 


Plumbing 


2 Lucien W. Mueller, vice-presi- 
e dent and works manager, Muel- 
ler Company, Decatur, IIl.: 


1. Suggestion for a new product: 
(a) From product development 
department 
(b) From sales department 
(c) Customer’s suggestion 

2. Determination of requirements 
of product as to performance, 
cost, etc. 

3. Approval of sales department to 
develop product. 

4. Development of product to fulfill 

requirements including estimat- 

ed cost of product and equip- 
ment. 

Field tests of new product. 

Patent search for conflicting art 

and applications on patentable 

features of new product. 

Approval of sales department to 

manufacture. 

8. Making of 
records, 
equipment. 

9. Test run through factory to 

check manufacturing process and 

equipment. 

Approval of manufactured prod- 

uct by engineering and sales de- 

partment. 

Issuance of sales literature, ad- 

vertising and information to 

salesmen. 


Qo 


regular drawings, 
and manufacturing 


10. 


11. 


Stoves 


Mark Resek, engineering de- 
e partment, Perfection Stove Com- 
pany, Cleveland: 


1. Preliminary test of basic prin- 

ciples involved. 

Search of patents on prior art. 

Study of competing products. 

. Market study by sales depart- 
ment. 


5. Experimental development. 

6. Experimental testing of finished 
product. 

7. Field tests of finished product. 

8. Cost estimate. 

9. Redesign of product to reduce 
manufacturing cost. 

10. Revised cost estimates. 


11. Preparation of patent applica- 


tions. 


_ 


2. Preparation of production draw- 
ings and tools. 

3. Preparation of sales and adver- 
tising campaign. 


_ 


Rubber 


R. P. Dinsmore, assistant fac- 
e tory manager, Goodyear Tire & 
Rubber Company, Akron, O.: 


1. Research to discover product. 
2. Research to develop method of 
manufacture. 

Patent search for conflicting art 


2 


uct and process. 

4. Semi-plant development in order 
to: 

(a) Establish method of pro- 
duction and _ uniformity 
and quality of product 

(b) Establish costs 

(c) Feel out market acceptance 

5. Patent coverage on applications 
of product. 

6. Sales research to determine mar- 
ket. 

7. Sales exploitation to get market 
or consumer acceptance. 

8. Sales service and further prod- 
uct development to meet needs 
which arise. 

9. Design and estimate cost of 
equipment based on sales expec- 
tancy. 


10. Budget approval. 


} 


| 


| 


agency. 
12. Advertise. 

The mere fact that most compa- 
nies have a definite routine in the 
development of new products is in 
itself interesting, suggesting that 
they are more alert than generally 
supposed. 


Road Builders Fight 
Diversion of Funds 
Co-ordinated action to stop inroads 
on highway funds will be taken at 


the annual convention of the Ameri- 
can Road Builders’ Association in 


Chicago January 22. Diversion of 
revenues in 1933 is estimated at 
$200,000,000. 


The association will hold a com- 
prehensive exhibit of highway equip- 
ment and materials at the same time. 


CLASS & PNDUSTRIAL MARKETING SECTION 


Visualizing 
Invisible Is 
Aquadag Task 


New York, Nov. 29.—-To illustrate 
ithe role which colloidal graphite is 
| playing in the field of wire drawing, 
| Acheson Oildag Company, manufac- 
| turer of colloidal graphite products, 
|sent prospects this month a card on 


| 
| 


and applications to protect prod- | 11. Organize sales force or employ | which were mounted a strand of hu- 


/man hair, accompanied by a _ speci- 
men of the finest tungsten wire 
drawn with Aquadag Colloidal-Gra- 
phited Water. 


Startling Contrast 


The human hair was plainly visi- 
ble with the naked eye, while the 
tungsten wire was so fine as to be 
almost invisible. 

Another important feature of the 
display devised by Edward A. Bo- 
dine, advertising manager, was to 
help visualize the size of the colloidal 
graphite particles. This was accom- 
plished by a contrast with other well- 
known fine substances with these fig- 
ures: 

“Colloidal graphite, 1; suspended 
particles in milk, 60; human blood 
corpuscles, 150; fine sand, 2,000.” 


+ 


ROSE 


LET US TELL YOU MORE ABOUT: 
in Color . 


Photo-engraving 


and Gravure Plate-making . 


Layout and Illustration ... . 


December 2, 


— 
—— 


“Mechanical Engineering” 


Has Sixteen Space Sizes 


Announcement of a new rate-card 
has been made by Mechanical Engi. 
neering, New York, published by the 
American Society of Mechanical Ep. 
gineers. It carries a total of six. 
teen sizes of display space. 

New sizes now available are one. 
sixteenth page, one-eighth page, 
three-sixteenths page, five-sixteenths 
page, three-eighths page, seven-six. 
teenths page, five-eighths page, seven. 
eighths page and_ three-quarters 
page. In addition, a line rate hag 
been established for the “What's 
New” section. 


Cleveland Club 
Will Reorganize 


The industrial division of the 
Cleveland Advertising Club is push- 
ing reorganization plans and will be 
ready to operate under the new basis 
in the near future. 

E. B. Bossart, Bailey 
pany, is in charge. 


Meter Com- 


Issue New Volume 
on Refrigeration 


Nickerson & Collins Company, Chi- 
cago, has issued the fourth edition 
of “Household Refrigeration,” by 
H. B. Hull. 

The volume is described as an en- 
tirely new book. 


Color Printing 


1933 


—— 


Photography in 
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ADVERTISING AGE 


December 2, 1933 


Baur Pictures 
Other Side of 


Reader Surveys 


New York, Nov. 29.—While C. S. 
Baur, general advertising manager 
of The Iron Age, is in hearty agree- 
ment with W. F. Schaphorst in con- 
demning publication surveys con- 
fined to readers of a given paper, he 
believes there is a real need for im- 
partial surveys intended to bring out 
the facts. 

Mr. Schaphorst’s discussion of one 
type of survey appeared in the No- 
vember 4 issue of this paper. 

“We believe that reader-interest 
surveys conducted in the right way 
make one of the most reliable yard- 
sticks of advertising values that can 
be devised,” commented Mr. Baur. 

“But these honest-to-goodness sur- 
veys are tough on some publications 
—in fact, on many publications. 
Naturally the defense of such a pub- 
lication is to pooh-pooh all surveys— 
to say that they ‘don’t mean a thing,’ 


Use 40 Surveys 


“As a matter of fact, we know of 
and have the results of forty differ- 
ent investigations conducted by forty 
different industrial advertisers. In 


— 


yyy 


Black and White as well as 
Press and Sheet-fed Gravure 


every case, the company’s own list of 
customers and prospects was used. 
The questionnaires were mailed by 
the company and in no case was any 
publication list of readers canvassed. 

“Our men in the field have in their 
possession the figures showing the 
results of all of these surveys. Not 
because The Iron Age won in all of 
them, for it didn’t, but because we 
believe that an impartial showing of 


all such surveys known to have been 
conducted is the only way to present 
a fair picture of the true situation 
with regard to reader interest among 
the different publications in any 
field. 

“Different factors affect the results 
in individual surveys, but we believe 
that the combined results of a large 
number of surveys gives the true pic- 
ture.” 


EXHIBITS MUST 
BE SOLD; EIGHT 
STEPS IN CHAIN 


Chicago, Nov. 29.—Any 
must be “sold” to get results. 

This was the tenor of an editorial 
in the November 4 issue of CLass & 
INDUSTRIAL MARKETING, which evoked 
hearty assent from George E. 
Pfisterer, president of Management 
and Exposition, Inc., sponsors of the 
annual Chicago Power Show. 

Mr. Pfisterer said that his organi- 
zation appreciates this fact so thor- 
oughly that it has developed what 


exhibit 


-|might be called a sales manual for 


the handling of industrial exhibits. 

Instruction of salesmen is the first 
essential. In Mr. Pfisterer’s opinion, 
it is a serious mistake to invite any 
visitor to a booth to repair to a hotel 
room for entertainment. The exhibi- 
tion is a business gathering and not 
a holiday. 

Next, a list of important men in 
the industry is compiled. Special in- 
vitations are dispatched to them and 


HAT rejected idea of yours—let's be honest about 
it. Perhaps it wasn't such a good idea. But if it's 


pining away in some obscure drawer because the 


P. A. said it was “too expensive’’— or because someone 


told you it was “mechanically impossible’ —or be- 


cause you felt that it ‘needed developing” —then we 
* We've had 37 years of 
creative and mechanical experience in planning and 


want to talk with you. 


preparing direct advertising. We look beyond such 


catch phrases as "too expensive’ 


developing.” 


and 


“needs 
If our judgment tells us the idea has 


merit, we suggest a less expensive method of pro- 


duction. 


If it “needs developing’— our creative men 


sharpen their pencils. And “mechanically impossible” 


is simply a spur tothe ingenuity of our production 


staff. 


*x We've been working with advertising men 


for a good many years. We've learned how to adapt 


our varied service to their particular problems. Our 


ability is reflected in the frequency with which we are 


called upon for advice. Often we pass on the practi- 


cability of an idea before it's submitted to executives 


higher up. We'll be glad to talk over ways and means 


of carrying out your ideas in visual form. A phone 


call, a letter, or a visit places you under no obligation. 
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in order to stimulate their interest, 
specific items of equipment, prefer- 
ably something new, are mentioned. 
The location of the booth is im- 
portant, from the viewpoint of the 
salesman. It should be accessible, 
and not too distant from the crowd, 
but sufficiently isolated to permit the 
prospect to give his attention to a 
demonstration without distraction. 


Receiving Visitors 


In the fourth commandment, Man- 
agement and Exposition, Inc., warns 
against making the exhibit too pala- 
tial. The atmosphere should be that 
of a neat showroom. Visitors should 
be warmly, but not effusively greeted. 
The salesman should ask the name 
and address if he does not know 
them, then direct a few pointed ques- 
tions to determine the interests of 
the caller. 

“Now commences the psychology 
of the sale,” said the manual. “Make 
no enthusiastic references to your 
equipment—and no general state 
ments. Instead, direct attention to 
the fact that with this particular 
equipment the visitor will be enabled 
to do certain specific things ex- 
tremely well. A demonstration is 
made, in a helpful and explanatory 
spirit, to prove the point. Nothing 
is indicated that smacks of taking 
an order then and now. All that you 
want to do is to show what the 
equipment does.” 

The salesman is advised, after this 
point is driven home, to get the 
name and address, if he has not al- 
ready done so, by an offer to send 
descriptive literature. If the visitor 
shows the interest the salesman feels 
warrants further discussion, he is 
asked to sit down for a discussion of 
the problem. This gives the sales- 
man the opportunity to decide 
whether it is wise to push the sale 
now or to see the prospect later. 

Report cards should be made out 
daily and mailed the home office for 
literature and other follow-up. 


LINEAGE STILL 
ASCENDS HILL 


New York, Nov. 29.—Business pa- 
per advertising registered another 
gain in October, the last month for 
which complete figures are available, 
National Advertising Records re- 
ports. October volume amounted to 
3,117 pages for 55 publications in all 
fields. This compares with 3,049 for 
September and 2,297 for August. 

The largest gain was made in the 
automotive field, whose trade me- 
diums reflect the aggressive sales 
and merchandising methods which 
are proving so profitable for the in- 
dustry. Nearly every paper serving 
the automotive field made a gain in 
October, and six publications en- 
joyed a total gain of 76 pages. 

The drug field jumped from 324 
pages in September to 359 in Octo- 
ber. 

Four papers classified as general 
industrial carried 202 pages in Octo- 
ber, as compared with 160 pages in 
September. These paper are Fac- 
tory Management € Maintenance, 
Mechanical Engineering, Mill Sup- 
plies and Manufacturers Record. 

Three machinery papers increase 
their total from 151 to 159 pages, the 
gain being slight, but significant. 
These publications are American Ma- 
chinist, Machine Design and Product 
Engineering. : 

Oil and petroleum papers gained 
28 pages, while those in the power 
plant field carried the same volume 
as in September. 
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DONALD URGES 
REVELATION OF 
WINNING PRICE 


Book Tells New Job of Trade 
Associations 


New York, Nov. 
men are going to be deprived of their 
favorite alibis after losing sales, if 
recommendations of W. J. Donald as 
to the expanded functions of trade 
associations under the new deal are 
adopted. 


Mr. Donald made his views known 
in a new book, “Trade Associations,” 
just published by McGraw-Hill Book 
Company. 

He suggested that one of the ma- 
jor activities of trade associations in 
the future will be to provide more 
knowledge about price conditions, in- 
cluding both immediate past prices 
and current quotations. This would 
mean that the winning price. in any 
recent sale would become generally 
known, losers being able to learn 
whether a low price or high quality 
was the vital factor. 

Mr. Donald also urged trade or- 
ganizations to make a study of the 
relation of price to elasticity of de- 
mand—that is, to determine the vari- 
ations of demand due to changes in 
price levels, other things being 
equal. Said he: . 


Two Forward Steps 


“If the prices of all commodities 
were as well known as those of se- 
curities quoted in the stock ex- 
changes, and if we could measure 
the degree of sensitiveness of de- 
mand for all commodities as well as 
the stock and grain exchanges indi- 
cate the sensitiveness of demand for 
securities and commodities, all busi- 
ness would be better off and probably 
more profitable. Certainly business 


29.—Many sales- 


would get less out of gear and bal- 
ance than it has a habit of being. 
“A good many trade associations 
have followed the practice of col- 
lecting and distributing data regard- 
ing previously quoted prices on 
closed transactions. This has for 
years been recognized as perfectly 
legal. There would seem to be no 
question either about its legality or 
value under the new dispensation. 
“To continue or enlarge this type 
of trade association activity will 
serve well the customers of any in- 
dustry. No trade is more hated by 
its customers than one in which ru- 
mor and contradictions are rife re- 
garding deviations between quoted 
and actual prices, or one in which 
buyers never can be certain as to 
what prices others are paying.” 


A Question Mark 


Relation of price and demand is a 
field of study which has been inex- 
plicably neglected, according to the 
writer. Very few mathematical 
studies have been made and these 
have been confined to a few products. 

“What is needed,” he asserted, “is 
for trade associations to undertake 
intensive research on the effect of 
prices on demand for their respec- 
tive products. 

“The prevalent tendency in many 
lines of business is for many execu- 
tives to argue that demand is inelas- 
tic—that a decline in price will not 
increase it. It is, of course, well 
known that many a business execu- 
tive talks this way in the presence 
of those whose pricing policy he 
would stiffen and acts differently in 
his own practice. 

“There has been more shadow- 
boxing in price discussions than in 
any other field of business activity. 
Most statements on this subject are 
made for their effect on the other 
fellow. The truth of the matter is 
that business has practically no 
proof as to whether demand is or is 
not inelastic.” 

Discussing machinery, Mr. Donald 
said the practice has been to sell at 
cost plus a_ reasonable mark-up 
when conditions are favorable. 

“Manufacturers are often content 
to sell machinery even in terms of 
weight, the assumption being that a 
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16 SIZES 


Also 


a Line Rate in “WHAT'S NEW" Section 
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See Following Pages for New Sizes and New Rate Card | 


A COPY IS YOURS FOR THE ASKING 


29 West 39th Street, New York, N. Y. 
Please send me booklet describing 


Tue AMERICAN Society OF MECHANICAL ENGINEERS 


16 Sizes of Display Space available in 


MEcHANICAL ENGINEERING, copy of latest issue, also new rate card. 


Pres.— Thot's 


—but the 


Purch. Agent—Can't | use .025 
instead? No! Will delivery be 
O. K. next Tuesday? No! XX 
XXX Gr ~. 2... 


Purch. Agent —Oh, nothing — Just 
the job, | guess. If companies 
wouldn't bluff and take orders 
for moterial they don’t have— 


bod. 
better let you get back to Ryer- 
They may not be so neor 


Wite— Why! 


DEPICTING HOME LIFE OF P. A. 


Guess | 


y do have complete 
stocks and ship at once. 


What's the motter, 
Dear, you look so tired. 


machine of a certain weight ought to 
be sold for approximately a certain 
price,” he continued. 


Haphazard Pricing 


“On the contrary, there is nothing 
in either practical experience or eco- 
nomic theory to warrant the belief 
that a machine should bring a price 
equal to its cost if it will not earn 
in economies of one sort or another 
a reasonable return on investment. 

“Machinery should be sold at a 
price representing savings capital- 
ized at a reasonable rate, with due 
allowance for depreciation and obso- 
lescence. Quite conceivably, a ma- 
chine might cost very little and sell 
for very much more if the savings it 
creates are properly reflected in the 
price. 

“By and large, machinery men 
have never gotten a price that rep- 
resents the capitalized value of the 
savings they create. At times, how- 
ever, especially in periods of depres- 
sion, they have undertaken to get a 
price representing much more than 
capitalized savings.” 


“Boiler Maker” Changes 


Its Name in January 


Boiler Maker, New York, will 
change its name with the January 
issue. 

Boiler Maker and Plate Fabricator 
will be the new style. The publisher 
s Simmons- Boardman Publishing 
Company. 


“Thanks,” Says Gurley 


L. R. Gurley, western representa- 
tive at Chicago for Welding and 
other papers of Steel Publications, 
Inc., Pittsburgh, celebrated Thanks- 
giving with unusual fervor, due to 
the acquisition of a bride November 
19. The couple are making their 
home at 1336 Greenleaf Avenue. 


Automotive Paper 
Adopts Segregation 


Automotive Merchandising, New 
York, has adopted a new make-up, 
segregating ‘How to sell it” material 
from “How to do it,” covering me- 
chanical discussions. 

Under this plan, advertising is 
placed in the section to which it 


refers. 


Plan Steel Citiney 


Steel Publications, Inec., Pittsburgh, 
will issue its 1934 Directory of Iron 
and Steel Plants early in December. 


THE 
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SPECIAL STEEL 
CAMPAIGN ENDS 
WITH FLOURISH 


t 


Ryerson Introduces Bride As | 


Curtain Falls 


Chicago, Nov. 29.—Joseph T. Ryep. — 
son & Son, Chicago steel house, 
which has recently given the indyg. 
trial advertising field a classic exam. 
ple of how to make lemonade out of 
lemons, took another obstacle jy 
graceful stride this month when jt 
wound up this special campaign by 
introducing feminine interest. 

Ryerson’s “comic strip” campaign, 
which is a misnomer in this instance 
as in most others, exemplified the 
benefits of ingenuity. Keith J, 
Evans, advertising manager, noted 
that many industrial publications 
seemed to have more editorial space 
than advertising and this suggested 
that he might help both his com. 
pany and the papers by squeezing 
through an added appropriation for 
a special campaign. 

The catch, from the publications 
viewpoint, was that Mr. Evans 
wanted to use four photographic ad- 
vertisements, each occupying 
lower quarter of a page, the pages to 
run consecutively. This arrangement 


would usurp four entire pages and if © 


the first panel were placed on a 
right-hand page, the complete adver- 
tisement would dominate no _ less 
than six pages. 


Officials Are Skeptical 
Mr. Evans presented this plan to 
his superiors, who were skeptical of 
its practicability, but told him to go 
ahead if he could find any publishers 
who would play with him on this ba- 
sis. The advertising manager got in 
touch with the necessary representa- 
tives and eventually the copy began 
its appearance in Steel, The Iron 

(Continued on Page 11) 
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ADVERTISING AGE 
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Wife—Come, Jim, 
muftins. /7/ 9 


Dear — Corn 


Purch. Agent —That's swell, Darl 


ing. 


Everything will be fine— 


till tomorrow. 


Wife —But, Jimmy— about 


“Whose got it” business, | was 
reading on ad in your mag- 


azine— 


Purch. Agent—Don't worry your 
pretty head cbout it, Sweet- 
heart. The chief agreed yes- 
terday on changing to Ryerson. 
We con depend on them. 


RYERSON STEEL - SERVICE 


Wife—That's 
name — 
and no more wor- 
ries. And now, my 
Jimmy, you will 
toke me— 


the 


this 


RYERSON MOVIE 
SERIES CLOSES 
WITH FLOURISH 


(Continued from Page 10) 

Age. Factory Management & Mainte- 
nance, Daily Metal Trade and Chi- 
cago Purchaser. In most cases a 
slight premium over the page rate 
was paid, but this was not large 
enough to disturb the conviction of 
those on the side-lines that Mr. Ev- 
ans was getting one of the biggest 
bargains ever made available in 
white space. 

The strips related conversations 
between purchasing agents and other 
executives of manufacturing plants 
using steel. They developed many 
of the points on which Ryerson 
prides itself, with emphasis on ware 
house stocks which permit immedi- 
ate delivery of most shapes and sizes. 

Purchasing agents manifested 
keen interest in the adventures of 
their spokesman in the photographic 
strip, and Ryerson salesmen making 
the rounds found many of the adver- 
tisements posted in a conspicuous 
place. Ryerson sales sheets also 
showed the stimulating influence of 
the new campaign. 


End of the Day 


In the last strip, Mr. Evans 
showed the purchasing agent wend- 
ing his homeward way after a day 
of severe wrestling with the vicissi- 
tudes of his job. Mrs. P. A. met him 
at the door, and it should be noted 
here that Mr. Evans’ choice of a 
model for this character gained the 


unanimous approval of buyers of 
Steel. 
The little moving picture ends 


| With the wife reminding the P. A. 


that Ryerson is still doing business 


' at the old stand, with the husband 


voicing warm agreement. 

One veteran of the industrial ad- 
vertising field said that this is the 
first example within his memory of 
a logical introduction of the femi- 
hine element in industrial copy. 
Most of the ladies who have been 
Seen in the pages of industrial pub. 


lications seem to have wandered in 
somewhat aimlessly and offend the 
reader’s sense of fitness, even if they 
agree with his eyesight. 

Mr. Evans himself said the cam- 
paign had high visibility, answering 
one of the questions which the con- 
scientious advertising manager is 
constantly asking himself. 

“It could hardly be overlooked by 
any reader,’ he commented. “Thus 
the copy had an excellent chance to 
accomplish its aim, and we believe 
it was one of the most effective bits 
of advertising we have ever done. At 
the same time, it represented money 
dug up out of the treasury over and 
above the amount we had planned to 
spend in 1933, hence was undoubt- 
edly welcome to publishers who co- 
operated with us.” 


New | 


Service Helps 
Distributors 


Boston, Mass, Nov. 29.—Some new 
wrinkles in the identification of dis- 
tributors of industrial goods have 
been worked out by the American 
Telephone & Telegraph Company as 
part of its trademark service. 

Under this plan the distributor 
serving a territory greater than his 
own community is given an opportu- 
nity to list his name and telephone 
number in the classified telephone 
directories of the other cities from 
which he is soliciting business, as 
well as his own home town. 

The trademark service, a typical 
user of which is the Boston Gear 
Works, is illustrated by the methods 
employed by the Syracuse Supply 
Company, of Syracuse, N. Y., which 
not only serves Syracuse industrial 
buyers, but also those in Watertown, 
Utica, Binghamton and other west- 
ern New York points. 

Under the Boston Gear name and 
trademark in the phone books of all 
these cities, as well as Syracuse, ap- 
pears the listing of the Syracuse Sup- 
ply Company. The plan has been 
very effective in directing the atten- 
tion of buyers to the nearest source 
of supply for this well-known line of 
gears, speed reducers, chain drives, 
ete. 


WATER WORKS 
CALLED KEY 10 
MORE BUSINESS 


Chicago, Nov. 29.—Joshua D’Espo- 
sito, distinguished engineer and Dep- 
uty Administrator of Public Works 
for Chicago, hurled a ringing chal- 
lenge at manufacturers of water 
works equipment at the November 
meeting of the Engineering Adver- 
tisers’ Association at the Electric 
Club. 

Mr. D’Esposito, leading a discus- 
sion on the federal public works pro- 
gram, asserted that the “telephone 
booth” in the back yard is still the 
trade-mark of an astonishingly large 
number of communities and that the 
boasted civilization of the United 
States will not actually come into 
being until this inheritance from the 
nineteenth century is wiped out of 
existence. 

Other speakers who discussed vari- 
ous phases of the public works proj- 
ect were Samuel O. Dunn, editor of 
Railway Age, Chicago, and W. W. De 
Berard, western editor, Engineering 


EXPANDING 


“WHERE TO BUY IT” 


Syracuse Supety Co 314 W Fayette Byracme 
(Ula Operator) Enterprise-9310 


How Syracuse Supply Company 
covers Binghamton through tele- 


phone directory. 
(Story in Column 2) 


News-Record, New York. 

Mr. D’Esposito said he feels so 
strongly on the question of water 
works that he has recommended to 
Washington projects which do not al- 
ways meet the financial require- 
ments. He emphasized the fact that 
construction of new water works 
and sewage disposal plants leads to 
a large volume of other kinds of 
business. When a town gets water, 
installation of bath rooms, for in- 
stance, follows almost automatically. 

Mr. Dunn predicted that railroads 


would shortly be forced to resume 
their program of improvements. One 
significant straw in the wind, he 
said, is the current reduction of in- 
terest on government railway loans 
from 5 to 4 per cent. 

Of $135,000,000 allotted to railroads 
by the government, $51,000,000 will 
go for rails and track fasteners. The 
Pennsylvania Railroad got $84,000,- 
000 for electrification between New 
York and Washington. 

Mr. Dunn said the railroads have 
now reached the point where they 
must spend to save—that is, the cost 
of operating with obsolescent equip- 
ment has become prohibitive. 


Haddock, Gibson, 
New E. A. A. Members 


J. W. Haddock, assistant general 
sales manager, Sullivan Machinery 
Company, has joned Engineering Ad- 
vertisers Association, Chicago. Mr. 
Haddock is also in charge of the com- 
pany’s advertising. 

Another new E. A. A. member is 
David B. Gibson, vice-president, 
Western Brewer, Chicago. 


Pfaudler Appoints Tyson 


Tyson-Rumrill Associated, Roches- 
ter, N. Y., branch of O. S. Tyson and 
Company, Inc., New York advertis- 
ing agency, have been appointed to 
handle the advertising of The Pfaud- 
ler Co., Rochester, N. Y. 


the field. 


There Is Only One 


There is only one hospital journal whose editorial service has 
been marked by such real leadership and practical value as to 
win recognition for its notable contributions to the progress of 


That journal is HOSPITAL MANAGEMENT. 


There is only one hospital publication whose editorial appeal 
and circulation alike are concentrated upon the administrators 
—the buying power of the field. 


That publication is HOSPITAL MANAGEMENT. 


There is only one magazine in the hospital field whose edi- 
torial and publishing standards are indicated by membership in 
the Associated Business Papers, Inc. 


That magazine is HOSPITAL MANAGEMENT. 


There is only one medium in the hospital field which demon- 
strates coverage of the primary hospital market—the A. C. S. 
“approved list''—to the extent of over 80 per cent of bed 
capacity, by actual count. 


That medium is HOSPITAL MANAGEMENT. 


There is only one hospital journal which has been published 
for more than sixteen years without change of ownership or man- 
agement, which has never surrendered its independence, and 
which has never been optioned, merged or subjected to outside 
influence or control. 


And that journal, too, is HOSPITAL MANAGEMENT. 
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PROB 


in industrial advertising and marketing 


vW 
CONDUCTED by KEITH J. EVANS 


LEMS 


Fighting for Attention 


With costs in every line increasing 
we are naturally trying to secure the 
most for our money in advertising 
expenditures as well as everything 
else. 

Our agency has submitted a plan 
for using inserts and second color in 
all advertisements. The cost looks 
a little high, and we are wondering 
if this is really necessary. 

Any comments that you may have 
will be appreciated. 


ADVERTISING MANAGER. 


Naturally you appreciate the fact 
that the idea, attention value, and 
good copy come first—that all of the 
inserts and all of the color cannot 
make up for an ordinary and unin- 
teresting story. Too often advertis- 
ing men try to cover up poor work 
in this way. 

However, we all realize that both 
an insert on heavier paper and color 
help to attract attention and are of 
value if we have a really worth 
while message to present after atten- 
tion has been gained. 

As we are all in competition for 
attention and as competition is less 
keen today than at some periods in 
the past, it probably is less neces- 
sary to use color and inserts than 
at some other times in the past. 
It is important, however, to se- 
cure preferred attention for your 
advertising. If you can’t obtain it 
through one color in regular space, 
then get it in some other way. The 
extra you pay, within reason, to get 
preferred attention is usually worth 
it, providing it is necessary. 


, = 


The Product Index 


We have a very small interest in 
several markets which are not in our 
regular line. Nevertheless we would 
like to appear in the product index 
of the principal magazines in each 
field in order to get inquiries for our 
= that might come from that 

eld. 

There is no index heading for our 
product at the present time in these 
magazines and some of the maga- 
zines do not carry a product index. 
Have you any suggestions? 


ADVERTISING MANAGER. 


We would suggest that you write 
all of the worth-while magazines in 
each field, putting your problem 
squarely before them. You might 
find that you could use a directory 
card and secure your one or two 
headings free at a cost reasonable 


enough to warrant action. On the 


other hand you may find a _ publica- 
tion in each field, though it may not 
be the leader, that will create a 
heading for you in their product in- 
dex and charge you at a reasonable 
rate for the service. 


While the trend among business 
pulications has been to cut down or 
eliminate their buyers’ guides, we 
have noticed some change recently 
toward the renewal of buyers’ guides 
and more consideration for them. 
The buyers guides were probably el- 
iminated for two reasons: ’ 


1. Reduction of cost. 


2. The forcing of small advertis- 
ers to take more space in order to 
receive adequate attention and con- 
sideration from the readers. 


Now, however, that there are more 
companies that are able to take only 
minimum space, they are not taking 
any space at all because with mini- 
mum space and with no buyers’ 
guide, they would receive little for 
their money. This fact is bringing 
the publishers around to a reconsid- 
eration of their buyers’ guides. 


One recognized publication has 
gone so far as to sell headings and 
ecards in their buyers’ guide without 
the necessity of taking space. There 
may be others that we have not no- 
ticed. 


Go after your publications. They 
are looking for business and you are 
looking for business. Surely you 
should be able to get together. 

If the newspapers will sell Wrig- 
ley’s gum the margins of their sheets 
in color, certainly the business pub- 
lishers will do well to become a little 
more flexible. 

v 


vy 


Copy Testing? 

Our product, as you know, is sold 
to all industry. We have always ad- 
vertised generally on the basis of 
making our company name and prod- 
uct name well and favorably known 
as a background for personal calling 
and direct mail sales effort. 

However, the lack of definite re- 
sults from trade paper space has 
been challenged recently, and I am 
trying to secure enough in the way 
of definite results from each adver- 
tisement to warrant carrying on. 
This has been practically impossible 
to date, and I am wondering if you 
can help me out. 

What do you know about getting 
enough practical definite results 
these days to make space advertising 
pay? What do you know about test- 
ing copy in the industrial field in 


pay best? 


order to determine which copy ag 


ADVERTISING MANAGER. 


In the case of mail-order selling 
where no salesmen are involved, it is 
a very easy matter to test copy by 
means of key numbers for depart- 
ments and addresses. However, when 
salesmen are also employed, the 
problem becomes more difficult. 

Some companies selling a limited 
line have succeeded in developing the 
cost per inquiry and in that way 
have been able to make comparisons 
between publications and _ other 
media, also between various copy ap- 
peals. A greater number of concerns 
selling to industry cannot measure 
the full value of their advertising on 
an actual dollar and cents basis but 
must judge it with an understand- 
ing of its major objective. 


A very good picture of this objec- 
tive is given in a McGraw-Hill port- 
folio entitled, “Balanced Selling,” 
which we will quote: 

“An ‘order’ is not something that 
just happens when the salesman says 
some magic words. It is the result 
of a large and varied number of im- 
pressions which create a recognition 
of a need and have stimulated ac 
tion. The order is profitable when 
these impressions have been made 
in an economical manner. 


“People do not change their minds 
easily or quickly. Therefore, to se- 
eure action from the buyer means 
frequent contact. People are not in- 
terested in our problems but in their 
own. Therefore, we must convey our 
message in terms of their interest. 
People are attracted by confidence- 
inspiring presentations (made either 
personally or in written or printed 
form). Therefore, we should present 
our message in attractive form. The 
more frequently we contact a pros- 
pect with a properly conceived sales 
message, the quicker we secure ac- 
tion. 

“This can all be done by a good 
salesman—but—the number of con- 
tacts that a salesman can make cause 
his cost of call to be high (ranging 
from $2.50 to $30.00) and the re- 
quirements of a large number of calls 
to sell means and excessive sales 
cost when the salesman works alone 
in building the complete job. 

“A salesman is limited in the num- 
ber of concerns he can handle. To 
cover all prospects really means an 
excessive sales staff. 

“Advertising can develop the buyer 
to the point where the salesman can 
call profitably. (Ten things which 
advertising can do—see ‘Industrial 
Advertising at Work.’) Advertising 
gives a low-cost method (% to 214¢ 
per page contact) of stimulating the 


sult of a large and varied number of 
impressions. 

“Selective selling means using 
every sales force—that is, advertis- 
ing, direct mail, salesmen, all in 
their right places to do the things 
they can do best. Advertising and 
direct mail can be used to build up 
the required number of impressions, 
and salesmen can be used to work on 
those prospects who have been stim- 
ulated well along toward the point 
of acting. Make salesmen work 
where calls will pay. 


“Advertising is the lowest cost 
type of contact to use to reach a high 
percentage of buying power and 
therefore should carry the main load 
when increased sales pressure is 
needed and particularly when this 
pressure must be economically ap- 
plied.” 
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Are You Keeping Up 
With Your Industry? 


In 1929 we spent a large amount 
of money for subscriptions to nearly 
all magazines that any of our execu- 
tives thought might help them in 
their various jobs. On this generous 
basis naturally a great many of them 
were not thoroughly read. 

When economies became the order 
of the day, the popular thing to do 
was voluntarily to permit the can- 
cellation of your subscription even 
though you needed the publication. 

A recent check has proven to my 
own satisfaction that with so many 
new developments from day to day, 
it is more important than ever for 
every man to read the best magazine 
in the field in which he is operating. 

While this is an internal problem 
it can probaly be easily solved. Iam 
wondering if you have information 
on the attitude of other companies, 
particularly in our line. 


SECRETARY. 


prospect and by frequent contact | 
bringing him to the point where the | 
salesman can work economically. 


We do not have any specific infor- 
mation on the companies in your 
line. However, we do know that 
there has been a large curtailment 


Remember that an order is the re-| of subscriptions, particularly on the 


7 
¢¢.. .Would you be 


ing, Piping and 


tion covering 


we would like to 
have bound...” 
—Excerpt from a 


country’s largest 


XL 


good enough to ad— 
vise the writer if 
you do any binding 
of copies of Heat— 


Air Conditioning. 
We have a collec— 


three years which 


letter 
from engineer of one of the 
industrial 
companies. Name on request. 


Va 


S 


conditioning equipment is 
purchased, installed or operated 
dustry and large buildings. 


one proof of its value 


Heating, Piping and Air Conditioning 
goes wherever heating, piping and air 
specified, 


for in- 


That a reader has kept a collection of Heating. 
Piping and Air Conditioning for three years and 
wants to have it bound for constant reference is 
. . . the sort of value to its 
readers which means value to its advertisers. 


HEATING + PIPING and 
AIR CONDITIONING 


1900 PRAIRIE AVE., 


lue 


CHICAGO, ILL. 


part of various corporations. Sub- 
scription lists have probably been 
'curtailed in all companies on the 
| same basis as your own. 


| It is also true that it is more im- 


| portant than ever for each man to 
| keep up on the best magazine cover- 
|ing his particular job. The cost of 
| the publication is such a small item 
| compared with the cost of the time 
| and effort required to read the maga 
zines carefully and keep up on what 
is being done that if we were in the 
place of management we would offer 
to pay for the subscription for every 
key man providing he would receive 
the magazine at his home and agree 
to read it thoroughly. 

If this were the policy of the gen- 
eral management of any company, it 
would find that it would save money 
necause not even one minute of the 
company’s valuable time would be 
taken in looking over magazines. 
The company would have paid a 
small amount for the subscription 
but the time required to read the 
magazine would be provided not by 
the company but by the employe, 
and, of course, this is the greater 
cost. 

We have recently seen a series of 
three advertisements written by Mc- 
Graw-Hill Publishing Company fea- 
turing the necessity of keeping up on 


business. The headings are as fol- 
lows: 
1. “Out of the running” without a 


business paper. “Any man in the in- 


dustry who does not read his indus. 
try paper is out of the running.” 

2. Right now there's something 
new in your field. Will you 
hear of it in time? 

3. Help for the Robinson Crusoes 
of business. 

There can be no doubt but that 
every executive will be worth much 
more to his company than to himself 
if he keeps up his current business 
reading. It cannot help but bring 


ideas that will prove mutually profit- 
able. 


aay 

A publisher wrote 
this pamphlet, Didn't 
| even mention us. It's 
ja short story with 
| long possibilities. We 
| have a few copies. 
Would you like to 
sorrow one? 


CHancine 
THE THINKING 
OF AN INDUSTRY 


A CLIENT of ours did it— 
planted ideas that grew, spread 
and bore fruit—luscious fruit. 
Now he’s doing the same job in 
another industry—also with our 
help. 


Incidentally, this is our first client 
—going on ten years now. He 
will gladly tell any manufacturer 
that a small advertising fund cor- 
rectly invested has it all over a 
big appropriation merely spent. 


In this case dimes did the work 
of dollars because they were 
dimes directed by minds _ that 
knew where and how to use them. 


Maybe you would like to make a 
decimated advertising appropria- 
tion perform a miracle. Some- 
times it can be done. We've said 
“no” many a time. We might 
say “no” to you. On the other 
hand, perhaps you could do much 
with little. Isn’t it worth discus- 
sing—especially now ? 


0. S. TYSON 
AND COMPANY, Ine. 


CLASS & INDUSTRIAL 
ADVERTISING 


New York, 
N. Y. 


Member A. A. A. A. 


Req 
TYSON-RUMRILL ASSOCIATED pon 
41 Chestnut St., Rochester, N. Y. 42m 
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“VERSATILITY IN 
COPY IS PRIZED 
BY RODNEY HUNT 


Orange, Mass., Nov. 29.—Versatil- 
ity is held to be the dominant factor 
in advertising of the Rodney Hunt 
Machine Company, which is able to 
trace $119,000 worth of recent busi- 
ness directly to its advertising. 

The company has used “fear” ad- 
vertising, among other types, in the 
textile field. It is using humorous il- 
lustrations and light copy to promote 
rolls for the paper industry, and 
small reminder advertisements for 
water power equipment. 

The company believes in the use 
of dominant space, even if a reduc- 
tion in the number of magazines 
used is necessary to make this prac- 
ticable. 

The “fear” appeal has never been 
favored by a large number of adver- 
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Se INLAND PRINTER 


CUM Engineering Building — 
frvm@m CHICAGO 
| a iy 
Y York, 
“ Spirits 
For December 
Is Out 
Request a copy of the third issue of the 
‘ED First Business Paper of Whiskies, Wines 
N. Y, nd Kindred Products. SPIRITS, 220 East 


42nd Street, New York. 


been almost unknown in the indus- 
trial. One reason for the latter fact 
is that photographs are liked for il- 
lustrative purposes, and pictures of 
machine failures are seldom avail- 
able. 

Ravages of Oil 


Rodney Hunt has used line draw- 
ings successfully to depict the rav- 
ages of oil drip in the textile field, 
where fabric stains caused by oil are 
highly expensive. The illustrations 
create the opportunity for the com- 
pany to tell of the patented drip 
flanges on its Shaft-Tite Rolls, which 
prevent such damage. 

The fact that many of the textile 
mills with which the Rodney Hunt 
Machine Company does business are 
large advertisers in their own right 
gave the company an opportunity to 
launch an interesting series under 
the title of “America’s Leaders Use 
‘Rodney Hunts.’ ”’ 

To drive this point home, the com- 
pany borrowed illustrations used by 
its customers in their own advertis 
ing, then completing the moral with 
some such assertion as “Rodney 
Hunt equipment has a part in creat- 
ing the consumer appeal of Scranton 
net curtains, Scranton bedspreads 
and Scranton Table Covers.” 

This copy continued: 

“Advertising claims of ‘highest 
quality’ don’t mean a thing unless 
they are backed by quality that your 
customer can see or feel. 


Give Sales Appeal 


“The country’s leading merchan- 
disers of woolens, worsteds, cottons, 
silks and rayons credit their Rodney 
Hunt equipment with a large share 
in creating the consumer appeal of 
their products.” 

Then came mention of Rodney 
Hunt products, with the statement 
that “they will help give you a mer- 
chandising advantage over your com- 
petitors—by turning out, at quicker 
preduction speeds, the kind of qual- 
ity that Mrs. America wants in the 
things she buys.” 

Among companies which are alike 
big buyers of machinery and large 
users of general advertising which 
have been featured in this series are 
American Woolen Company, Cluett 
Peabody & Co. Cannon Mills, 
Chatham Mills, William Carter Com- 
pany and others. This campaign, 
emphasized by color, is running in 
Textile World and American Wool & 
Cotton Reporter. James Thomas 
Chirug Company, Boston, is the 
agency in charge. 


This Letter 


(Continued from Page 6) 


NECESSARY features outlined 
above. Then we found it! But we 
were in no hurry to put it on the 
market until after repeated tests in 
every type of foundry proved con- 
clusively that we were right. 

We tried it in a large malleable 
foundry on 170 molds and found that 
because we had made it FINER yet 
HEAVIER, and dusted it through 
finer meshed bags, that we used only 
1.3 pounds. Then we took the old- 
fashioned, ordinary Pearl Parting 
and dusted it with the ordinary bags 
on 85 molds and found that we had 
to use 2.3 pounds . . . almost twice 
as much. 

We tried it in another foundry on 
400 molds using four molders and 
used only 5.80 pounds. We changed 
to ordinary parting and were com- 
pelled to use 9.89 pounds! 

We continued our tests until we 
were sure that we not only had a 
much SUPERIOR parting, but that 
it would cut your cost by forty per 
cent or more. Here is the result: 


Pulled 281 


Orders 


This new Pearl Parting is SILICA 
free. 

It goes right where it is intended 
to go on the pattern, with no dust. 

It affords greater coverage. 

It does not build up on patterns. 

IT GIVES A PERFECT PART. 

It is light in color and can be seen 
in the deepest pockets. 

It is supplied with our own fine 


mesh dusting bags six with 
every barrel. 
It can be shipped immediately 


from our Chicago warehouse. 
It is offered you at 4c a pound in 
single barrel lots; 34%c a pound in 


three barrels or more. Freight 
allowed. 
NOW IS YOUR CHANCE TO 


“CALL” THESE STATEMENTS .Be- 
cause we will gladly send you a trial 
barrel or a liberal sample FOR 
YOUR OWN TEST in your foundry. 

All you need to do is to return the 
convenient postal card enclosed— 
and BELIEVE ME it’s worth that 
effort. Will you do it? 

Sincerely yours, 
(Signature.) 


15 Years Ago in 
Class & Industrial 
Marketing 


The war had ended and adver- 
tisers were looking forward to re- 
construction. That -was the key- 
word of the December, 1918, issue 
of CLass & INDUSTRIAL MARKETING. 
The leading article was by C. Leon 
Barrit, appropriately entitled, “Re- 
construction and Advertising.” 

vv¥sey? 

American manufacturers felt the 
surge of new hopes and dreams. 
They were looking at world markets. 
Several publishers co-operated by 
announcement of new papers de- 
voted to export trade. Two were to 
be printed in Spanish and circulated 
in Latin-American and other Span- 
ish-speaking countries. 

vvy 

E. J. Baker, Farm Implement 
News, was elected president of the 
Chicago Trade Press Association. 

vvy 

One writer in Crass & INDUSTRIAL 
MARKETING predicted a_ building 
boom, but said it was necessary to 
sell architects and others on the 
higher price level which had been 
established. 


equipment. 


3,300,000,000 for Building 


The government knows the building industry will play an important part 
in the recovery program and is spending millions of dollars to bring this 
about. Every project—large or small—must have plumbing and heating 


But that’s only the beginning 


Millions and Millions are being spent for water works and sewage dis- 
posal systems and every installation actually makes hundreds, sometimes 
thousands, of new prospects for plumbing and heating. Every building in 
a town where a new water system is installed becomes a prospect for run- 
ning water, bath tubs, sinks, water heaters, heating equipment and hun- 
dreds of specialties. 


No wonder Plumbing and Heating men 
say that business has improved! 


It does not require an extensive survey to discover that contractors are 
busy. If, just for one day, you could read the mail that passes over the 
Editor’s desk, you would be surprised at the large number of contractors 
who are getting their share—or more than their share—of the public 
works fund; you would be surprised to see how cheerful they are about 
today’s conditions; how enthusiastic over the future. 


DOMESTIC ENGINEERING is taking a leading part in pointing out to 
the live plumbing and heating contractors and dealers this big, immediate 
opportunity and is showing its readers how to make the most of it. 


For years, the plumbing and heating industry has been depending upon 
DOMESTIC ENGINEERING for this kind of leadership. 


DOMESTIC ENGINEERING Marketing Staff will gladly 
assist in laying out plans to reach this newly made market. 
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CLASS & INDUSTRIAL MARKETING SECTION 


December 2, 193 


SPACE BUYER’S GUIDE 


A Classified Advertising Section for Industrial, Trade & Class Publications 


- — 


Automotive 


8. A. E. JOURNAL 


wgmenes monthly. Forms close 15th of month pre- 

in Type page, 7x10. Twelve time page rate, 
$150; Shalt. page rate, $90 quarter-page, $55. Reaches 
principal engineers, executives and production men 
in the automotive industry. The Journal is the of- 
ficial organ of the Society of Automotive Engineers, 
whose members are interested in the design and con- 
struction of passenger cars, motor trucks, motor 
coaches, stationary engines, tractors, aeroplanes, mo- 

tor boats and equipment used in connection therewith. 
Published by the Society of Automotive Engineers, 

w. 


Inc., 29 39th St., New York City. Advertising 
representatives, A. J. Underwood, General Motors 
Bldg., Detroit; E. L. Carroll, 29 W. 39th St., 
New York. 

Baking 

BAKERS’ HELPER 

30 S. Wells St., Chicago. New Yo F. Leg- 
+A 10 E. 39th St., Caledonia 5- S503 Vesthbnished 
1887. The oldest American bakers’ magazine. Edi- 


torial policy: Aid for bakers in all phases of pro- 
duction and business management. Eminent authori- 
ties on staff. Circulation—87“ directly into bak- 
eries. Advertising—resultful, reaching major buying 

er of the industries Includes most prominent 
advertisers. Reaches bakery buyers at low cost per 
thousand. Bakery experts analyze and make baking 
tests. Isued every other Saturday. Forms close 10 
days preceding. Type page, 7x10. Page rate: 26 
times, $100; 13 times, $110. Half-page rate: 26 
times, $55; 13 times, $62. Subscription, $2 a year. 
Member A. B. P. and A. B. C 


BAKERS’ REVIEW 

W. 42nd St., New York City; Chicago office, 
7. B. MacDowell, manager, 11 8S. La Salle St. 
Established 1898. Filled from cover to cover with 
brief, authoritative articles, everything in a con- 
cise and quickly assimilated form. Complete cov- 
erage—orer 30,000—reaching every bakery owner in 
the country at lowest rate in this field, four-tenths 
of a cent per reader. Maintains laboratory for bak- 
ing tests supervised by chemist and practical baker. 
Published monthly on the first. Forms close ten 
days preceding. 4%x7. Page rate, 12 


World (established 1926), and The Price Current- 
Grain Reporter (established 1844). Published sec- 
ond and fourth Wednesdays of each month. Final 
forms close Saturday preceding publication date. 
Paid circulation exceeds 5,000; total, 6,000. To op- 
erators of grain elevators, feed grinding and mixing 
Plants, field seed handling and processing plants. 
These fields are reeognized as the largest users of 
complete elevating, conveying and power transmit- 
ting equipment, and all other equipment for the 
handling and processing of grain field seeds and 
for the grinding ard mixing of feeds. 


Hotels 


THE HOTEL 
950 Merchandise Mart, 


MONTHLY 

Chicago. Published 15th 
of month. Forms close lst of month. Type page, 
7x10. One-time page rate, $125; half-page, $70; 
12-time page, $100; half-page, $60. Agency dis- 
count, 15%. Subscription, $1. Leading hotel tech- 
nical journal. Has held the confidence and respect 
of its field for 40 years. Read and kept for refer- 
ence by most of America’s leading hotel men. The 
subscribers represent a group directly responsible for 
the spending of almost a billion dollars yearly. Mem- 
ber A. B. C. and A. B. Write for Audit Bu- 
reau of Circulations’ John Willy, Inc., 
publisher. 


statement. 


Industrial 


MANUFACTURERS’ RECORD 


Baltimore, Md. For 50 years South’s leading in- 
dustrial, construction and business paper. Published 
monthly 5th of each month. Forms close 8 days 
preceding. Type page, 7x10 inches. Financial and 
special one-time advertisements, $150 a page. One- 
time page rate, $126; 48-page rate, $96; 12-page 
tate, $112. No commissions. Subscription price, 
$2. Distribution, 10,000 copies monthly, of which 
85% are South. eaches executives and operative 
officials of South’s important industrial, railroad, 
financial, public utility, engineering and _ construc- 
tion enterprises, as well as public officials, archi- 
tects, engineers, contractors and others in direct 
charge of the South's important activities. About 
45,000 items are published annually in the Daily 
Construction Bulletin, which is sent to regular ad- 
vertisers to help them develop Southern business and 
to subscribers, the annual subscription price being 


times, $250. Two-thirds page, 1 time, $138; 12 
times, $112. One-half page, 1 time, $106; 12 
times, $94. One-third page, 1 time, $75; 12 
times, $63 Combination rate: 12 pages con- 


secutive in one year in combination with American 
Painter & Decorator, $300. Agency commission, 
15%, when bills are paid in full by the 10th of 


month following invoice. No cash discount. Rep- 
resentatives, 343 S. Dearborn St., Room 1319, Chi- 
cago, Wabash 1154; 51 Madison Ave., Room 3102, 


New York City, phone 
gomery St., 


Ashland 4-0686: 
San Francisco. 


155 Mont- 


AMERICAN PAINT JOURNAL 


8713 Washington Ave., St. Louis, Mo. Published 
weekly every Saturday. Forms close Tuesday pre- 
ceding date of issue. If proofs are desired, copy 
must be received 10 days preceding. Type page, 
4Ax7%. Advertising rates: One page, 1 time, 
$50; 13 times, $45; 26 times, $40; 52 times, 
One-half page, 1 time, $25; 13 times, $22.50; 26 
times, $17.50. One-quarter page, 
13 times, $11.25; 26 times, $10; 

Agency commission, 15%, when 
bills are paid in full by 10th of month following 
invoice. No cash discount. Representatives, 343 8. 
Dearborn St., Room 1319, Chicago, Wabash 1154; 
51 Madison Ave., Room 3102, New York City, phone 
Ashland 4-0686; 155 Montgomery St., San Francisco. 


AMERICAN PAINTER AND DECORATOR 


3713 Washington Ave., St. Louis, Mo. Published 
monthly; issued Ist of publication month. Last forms 
close i5th of preceding month. Type page, 7x10. 
Advertising rates: One page. 1 time, $220; 12 times, 
$188; 2 pages, 1 time, ; 12 times, $300; two- 
thirds page, times, $138; half- 
page, 1 time, ,_ $110; one-third 
page, 1 time, $85; 12 times, $72. Combination 
rate: 12 pages consecutive in one year in combina- 
tion with American Paint ol Dealer, $300. 
Agency commission 15%, when bills are paid in 
full by the 10th of month following invoice. No 
cash discount. Representatives, Dearborn 


St., Room 1319, Chicago, Wabash 1154; 51 Madi- 
son Ave., Room 3102, New York City, phone Ash- 
fend 4-0686; 155 Montgomery St., San Francisco, 
al. 

Paper 


i $120; half-page, $70; quarter-page, $45. | $10. Member A. B. C. Branch offices: New York, favenere & SPECIALTY PAPER INDUSTRY 
Member Controlled Circulation Audit. Chica 185 N. Wabash Ave., Chicago. 
BAKERS’ WEEKLY Insurance Printing 
45 W. 45th St., New York; bg - agg oe B. 
t y. Subscrip- 
toa. $2 ge close 10 ‘days in advance THE NATIONAL UNDERWRITER-ROUGH THE INLAND PRINTER 
of publication. Rates: less than three pages used NOTES GROUP 205 W. Wacker Dr., Chicago. Established 1883. 


within one year, $150 per page; 52 pages within one 
year, $100 a page. Type page size, 7x10. Member 
‘Audit Bureau of Circulations and Associated Busi- 
ness Papers, Inc. It serves both readers and ad- 
vertisers with a fully equipped laboratory and ex- 
perimental bakery that is maintained in its New 
York office. 


Breweries 

THE WESTERN BREWER 
(Established 1876), published by H. 8S. Rich & 
Co., 431 S. Dearborn St., Chicago, Ill. A monthly 


journal devoted to the brewing, bottling, malting 
and allied industries Published the fifteenth of each 
month. Page size, 7%xl0% inches. Rates: One 
page, one time, $100; 12 times, $70; one-half page, 
one time, $60; 12 times, $40; one- quarter page, one 

$35; 12 times, $25; one-eighth page, one 
time, $24; 12 times, $15. Advertising copy should 
be in publishers’ hands ten days prior to publication 
date if proof is desired. Plates can be used if re- 
ceived five days prior to publication date. 


Coal 


THE BLACK DIAMOND 


A weekly journal reaching all branches of the coal 
industry, published continuously for the past 45 
years at Chicago; main office, Manhattan Building; 
branch offices, bn taey Bldg., New York; 201 State 
Theatre Building, Pittsburgh; 417, 622 
Broadway, Cincinnati; Investment Building, Wash- 
ington. Its vigorous editorial policy has made it 
a dominating factor in the trade. 
9x12 inches. Page rate, one time, 
rate, $78; half-page, one time, $48; 52 tims, $41; 
quarter-page, one time, $26; 52 times, $21. Issued 
Saturdays. Last forms close Tuesday preceding date 
of issue. Subscription price, $5 per year. 


Dental 


THE JOURNAL OF THE AMERICAN DENTAL 
ASSOCIATION 

212 E. Superior St., Chicago, Ill., is the Official 

Advertising Medium for dental products and has 

the largest paid circulation of any dental publica- 

tion. tal circulation, 36,752. The Journal is 

issued the first of each month. og = first 


of month prior to publication. Type 4%x7% 
inches. Yearly rates: One page, $112. Bo “half page, 
$67.15; quarter-page, $42.50; eighth-page, $28.90. 


Farm Implements 


FARM IMPLEMENT NEWS 


431 S. Dearborn St., Chicago. For manufacturers, 
jobbers and dealers interested in implements, trac- 
tors end other farm equipment lines. Issued _bi- 
weekly, Thursday. Closes 7 days preceding. 
pase. i ly te One-time page rate, $120. Mem- 
ber B. C. Issues Buyers’ Guide to Farm Imple- 
polbg annual directory. Also the Tractor Field 
. issued annually in July. Recognized national 
paper of this field. Established 1882; oldest in the 
field. First publication on nine out of ten lists. 

by most of large foreign implement import- 
ers all over the world 


Funeral Directors 


THE CASKET AND SUNNYSIDE 
487 Broadway, New York. Established 1871. 
est funeral directors’ and embalmers’ 
world, and the only semi-monthly. 
Pertinent to the profession, 
articles by recognized authorities and special fea- 
tures. Its high subscription rate assures a con- 
stituency composed of the more successful practi- 
tioneys—the best prospects for advertised goods. Its 
type page (9%x12% inches) provides 49 square 
inches more display space than that of contemporary 
journals, assuring economy in space buying without 
sacrifice of display. Published lst and 15th. Forms 
close Awo weeks in advance. Page, $125; half-page, 


Old- 
journal in the 
Carries all news 
exclusive educational 


$75;’ quarter-page, $43.75; eighth-page, $25. Yearly 
discounts: 24 times, 20%: 12 times, 10%; 6 times, 
Ge. Agency discount, 10%. Subscription, $5. 


Member of Audit Bureau of Circulations. 
Grain and Feed 


GRAIN & FEED JOURNALS CONSOLIDATED 
832 8. La Salle St., Chicago. A merger of Grain 
Dealers Journal (established. 1898) ; anetien 
vator & Grain Trade (established 1882) ; 


Grain 


Including the National Underwriter, weekly, fire and 
casualty; National Underwriter, weekly, life; Insur- 
ance Salesman, monthly, life; Rough Notes, monthly, 
fire and casualty; Insurance Decisions, monthly, in- 
surance law; Casualty Insurer, monthly, casualty 
and surety; The Accident & Health Review, monthly, 
accident and health; The Industrial Salesman, 
monthly, industrial life, health and accident. Total 
circulation, over 70,000, covering home offices and 
agencies in all branches of insurance in entire 
Uniied States. Largest insurance publishing organ- 


ization in the world. Several memberships in A. 
B. C., A. B. P. and National Publishets’ Asso- 
ciation. Commission 13-2 to advertising agencies, 
except on insurance advertising. Offices: Chicago, 
Cincinnati, New York, Hartford, Indianapolis, De- 
troit, Des Moines, Atlanta and San ‘ancisco. 
Liquors and Wines 
MIDA’S CRITERION 
Published by the Gillette Publishing Co., Daily 


News Bldg., Chicago. Served the liquor and wine 
trades for thirty-five years prior to Prohibition and 
was the undisputed leader in its field. Mr. Lee W. 
Mida, the son of the original founder, and for many 
years co-publisher with his father, is the present 
editor-in-chief. Assisting him are a number of the 
old contributors, both in this country and abroad. 
Circulation—Complete coverage of the liquor and 
wine field, including distilleries, wineries, import- 
ers, wholesale liquor and wine dealers, and a select 
list of outstanding retailers. Weekly news service 
to advertisers. Due to the ever-increasing activity 
on the part of the trade rehabilitating plants, buy- 
ing old stocks, equipment, supplies, etc., the pub- 
lishers are furnishing advertisers with a weekly tip 
service advising of these activities. 


Lumber 


AMERICAN LUMBERMAN 


S. Dearborn St., Chicago, Ill. Established 
1873. News of national scope embracing all branches 
of the lumber industry; primarily a _ principal's 
newspaper particularly edited for men who guide 
destinies of large enterprises. More than 100 paid 
correspondents located in the principal lumber pro- 
ducing and marketing centers supply late happen- 
ings each week. Special features provide merchan- 
dising ideas, legislation at Washington, transporta- 
tion matters, markets and news regarding lumber- 
men and lumber concerns. Agency commission, 
15%, when complete plates are furnished, otherwise 
10% with 2% for cash. We invite inquiries for 
rates and surveys. 


431 


Milk 


MILK PLANT MONTHLY 
327 S. La Salle St., Chicago. Covers 
industry. Read by milk plant owners, executives, 
scientific and technical staff, managers, etc. Pub- 
lished on the 5th. Forms close 15th preceding. 
Type page size, 7%xl0. Subscription, $1. For- 
eign and Canada, $2. Member A. B. Agency 
commission, 15%, when Lills are paid in full by 
20th of billing month. One-time page rate, $100; 
half-page, $57; quarter-page, $35. Twelve times: 
page, $85; half-page, $45; quarter-page, $26. In- 
serts 90% of earned page rate. Representatives 
New York and San Francisco. 


fluid milk 


Non-Metallic Minerals and Products 


ROCK PRODUCTS 
330 8. Wells St., Chicago. Devoted to the pro- 
duction of cement, lime, crushed stone, gypsum, 
phosphate, sand and gravel and other rock products. 
Circulation covers 95% of the tonnage and purchas- 


ng power of industry. Members A. - and 
A. B. P. Pulished monthly; issued 25th of month. 
Forms close 10 days preceding publication date. 


Type page size 7x10. 
page, $130; half-page, $70; quarter-page, $47; 
eighth-page, $28; 7 times, page, $145; half-page, 
$80; quarter-page, $55; eighth-page, $35; one-time 
rates: page, $175; half-page, $95; quarter-page, $65; 
eighth-page, $40. Rates for covers, preferred posi- 
tions, inserts and color on application. New York 
ee. 250 Fifth Ave.; Cleveland, O., 522 Citizens 
&. 


Paint 


Advertising rates: 13 times, 


AMERICAN PAINT AND OIL DEALER 
3713 Washington Ave., St. Louis. Mo. Published 
monthly; issued Ist of publication month. 
forms close 15th of preceding month. 


7x10. Advertising rates: 1 page, 


12 times, $156. Two pages, 1 time, $376: 12 


549 W. Washington St. 


THE FENSHOLT COMPANY 
ADVERTISING 


Specialists in Sales Promotion of Electrical & Mechanical Products 


Chicago, Ill. 


The practical national 


business and technical jour- 
nal for executives 


and employes of the printing 
and allied industries. Pre-eminently the most in- 
fluential magazine of its kind, containing depart- 
ments conducted by specialists. Published the Ist 
of each month; forms close 15th of month preceding 


date of issue; type page size, 6%x10. One-time 
Page rate, $170; 12-time page rate, $140; actual 
sworn net paid circulation, 8,748; subscription 
price, $4. 


Through the Inland Printer the adver- 
tiser reaches the actual buyer. Member A. B. C. 
and A P. 


Purchasing 


MACRAE'S BLUE BOOK 
(America’s Greatest Buying Guide.) Used by the 
most important of those who buy or specify in all 
lines of industry, including manufacturers, jobbers, 
steam and electric railroads, public utilities, con- 
tractors, architects, engineers, exporters, chambers 
of commerce, public libraries, etc. Circulation, 
13,500—more than 50 per cent greater than any 
somewhat similar publication. Over three thousand 
pages of valuable information, typographically com- 


Pact. Pages, $375; half. $225; quarter, $125. An- 
nually, May 1. 18 E. Huron St., Chicago; 51 Mad- 
ison Ave., New York. 

Refrigeration 


ICE AND REFRIGERATION 
435 Waller Ave., Chicago. New York office, 520 
Singer Bldg. Founded 1891. Published monthly 
by Nickerson & Collins Co. The oldest and largest 
journal devoted to the refrigeration industry. It 
particularly covers the following fields: Ice, cold 
storage, packing house and allied industries. It is 
the official organ of 41 national, sectional and 
State trade organizations. It circulates among plant 
owners, plant managers, architects, consulting and 
operating engineers. Forms close 15th of month 
preceding date of issue. One-page rate, $110; three- 
page, $99; six-page, $93.50; 12-page, $82.50. Rates 
based on amount of space used within 12 months. 


Type page, 7%%x10% inches. Circulation sworn, 
net paid, 5,943. Subscription price, $3 per annum. 
Restaurants 


THE AMERICAN RESTAURANT MAGAZINE 


The magazine for eating places. Published by 
Patterson Publishing Company, 5 S. Wabash Ave., 
Chicago. Has larger circulation than any other 
publication in the field—this is concentrated among 
those restaurants—doing 78% of the total business. 
Its purpose, by examples and experiences of res- 
taurant owners, is to teach better and most suc- 
cessful operating. Read by owners and buyers of 
service restaurants, cafeterias, lunch rooms, tea 
rooms, school and industrial restaurants, hotels, clubs. 
ete. Published monthly. Forms close 15th of pre- 
vious month. Type page, 7x10; three columns to page. 
Rates: $180 per page; halves, $110; quarters, $55; > 
the year. Subscription price, $3 per year. Agen 
commission. 15%; 2% cash discount. Total distribu. 
tion, 12,033. Members of the A. B. C. 


Roads and Streets 


ROADS AND STREETS 


has been the leader for years in advertising volume. 
It carries more than three times its nearest competi- 
tor. It is the only publication completely covering 
the highway construction and maintenance niarket. 
This $1,000,000,000 market is now showing the quick- 
est recovery. The twice-a-week construction reports 
published and sent to the advertisers of Roads and 
Streets tell the story and show construction equipment 
and material manufacturers where this money is be- 
ing spent. Write for a sample copy of these con- 
Struction reports. Gillette Publishing Company, 400 
W. Madison St., Chicago, Il) 


Seed 


SEED WORLD 


Consider the seed trade and associate lines, serv- 
ing more than forty-one million customers, farmers 
and suburbanites. Seed World reaches retail, whole- 
sale and mail order seed merchants, florists, nur- 
serymen, hardware, drug and other dealer trade 
catering to agricultural ard horticultural require- 
ments. ‘orld reader survey shows this to 
be an annual hundred millior dollar market. = 
illustration—fungicides and insecticides sales 
year alone amount to $7,200,000. Publishing stan 
includes agricultural college graduates with U. 
Department of Agriculture training, and men or 
Practical business experience in their respective 
lines. Published every other Friday. Forms close 
Monday preceding. Type page, 7x10. e-time 
page rate, $110; 26 times, $75. Agency commis- 
sion, 15%. Subscription price, $2. Write for 
sample copy, rate card, circulation statement and 

copy of survey. Publish also annually Seed Trade 
Buyers’ Guide and Directory. 


Telephone 


TELEPHONE ENGINEER 
(International Technical Journal.) 185 N. Wabash 


Ave., Chicago. Only monthly serving entire telephone 
industry, world’s largest utility. Annual 


expenditure approximately billion dollars. Much of for- 


eign equipment purchased in United States. Monthly 
publication gives advertisers 30-day life. Moderate 
monthly appropriations assure consecutive contact 
with buyers. Reaches executives, managers, com- 


mercial men, superintendents, engineers, 
chief operators, wire chiefs, linemen. Articles on 
engineering, maintenance, management, commercial 
practices. New modern cover, new typography, en- 
amel paper throughout command maximum reader 
interest. Because advertising pages share extraordi- 
nary reader influence, advertising effectively reaches 
those originating or specifying purchases. Adver- 
tising rates and circulation statement on request. 


TELEPHONY 
Published every week on Saturday by Telephony 
Publishing Corporation, 608 8S. Dearborn St., Chi- 
cago, telephone Wabash 8604. Contains the tele- 
phone industry's news and articles on plant, traffic, 
commercial and engineering subjects. It is there- 
fore read with interest by everyone in the telephone 
business, including executives, managers, engineers, 
plant men, chief operators, wire chiefs and linemen. 


plant men, 


Subscription, $3 per year. Type page, 7x10. Circu- 
lation, 5,815, divided: Bell companies, 868; Inde- 
pendent companies, 4,947. All regular advertisers 


are entitled to complimentary copy of Telephony's 
Directory, containing complete list of telephone ex- 
changes and buyers of material. Advertising rates, 
sample copy and breakdown circulation statement 
on request. 


— 


Textiles 


$$. 
AMERICAN WOOL AND COTTON REPORTER 
530 Atlantic Ave., Boston, Mass. ‘The Tecogniny 
organ of the cotton and woolen industries of 
iea."" Member A. B. C. Published weekly; { 
Thursday. Last forms close Saturday noon ‘at 
ing publication date. Type 7x10 
standard; one-time page rate, 

rate, $130; one-time half-page rate, $80; 
half-page rate, $65. Discounts to recognized Agent, 
furnishing contracts and copy service; Circulation 
‘rc furnished on request; subscription tH 


Tractors 


FARM IBPLsRenT NEWS 

131 8. Dearborn St., Chicago. Established tg 
For the trade in farm operating equipment 
ing implements, hardware, tractors, trectar equip: 
ment, engines, lubricants and motor trucks, 
bi-weekly, Thursday. Closes 10 days pr 
Type page size, 724x104 One-time rate, $10, 
Member A. B. C. The only national paper in the 
general tractor field. Far in the lead on ¢ 
equipment advertising. Read by all tractor mang. 
facturers. Has national jobber and distributor clr 
culation, Dealer circulation covers best tractor te. 
aes. Also issues Tractor Field Book, anny), 
uly. 


a Book for 
Space 
Salesman? 


To the Editor: As a young sales- 
man for an industrial publication, 
anxious to do as good a job as pos- 
sible for the benefit of all concerned, 
I have been looking for books on 
salesmanship in advertising. 

Thus far I have been unable to 
find any at all. Can you suggest any 
such guides? 

ADVERTISING SALESMAN, 


Strange as it may seem, the editors 
of Crass & INpUSTRIAL MARKETING 
have been unable to locate any books 
written for the budding young sales- 
man of advertising space—and this 
in a field which has given birth to 
more books telling how it should be 
done than any one student could 
give even a cursory reading in a life- 
time. 

The National Industrial Advertis- 
ers Association has never recom- 
mended any reading courses to mem- 
bers. The Advertising Federation of 
America issues an occasional bulle 
tin advising members of new books 
on marketing subjects. 

One recent bulletin had such classi- 
fications as these: Advertising An- 
thologies, Advertising Art and Lay- 
out, Advertising and Marketing in 
Specific Fields, Advertising and Mar- 
keting Management, Advertising and 
Marketing Personnel, Advertising 
and Marketing Surveys, Advertising 
Copy, Advertising Media, Advertis 
ing Principles, Advertising Psychol- 
ogy, etc. etc. 


Nobody Seems to Care 


Apparently the space salesman is a 
much neglected individual—the only 
one who has anything to do with ad- 
vertising who falls in this category. 
The prolific writers on every subject 
that has anything to do with adver- 
tising have covered all of them—ex- 
cept that of selling space. 

Any advertising manager or space 
buyer could write one or more vol- 
umes telling of the ignorance and 
general cussedness, not to mention 
the lack of knowledge of the average 
peddler of advertising space. There 
are usually two sides to every story. 

Said a publisher the other day: 
“Advertisers tell us that the sales- 


Who'll Write 


man should make an intensive study 
of the field of each advertiser, as well 
as the latter’s individual problems, 
then go to the advertiser and tell 
him where that particular publica 
tion fits into the picture. 


“That is the ideal, 
the salesman who tried to do this 
would have a hard time justifying 
the immediate lack of results to his 


publisher.” 

An industrial advertiser who 
heard this remark retorted: 

“We don’t expect the ideal, but 


most salesmen don’t even approxi: 
mate it. It is not unusual for space 
salesmen to spend the first few 


minutes of an interview with me 
asking me what we make. After | 


tell him, he assures me that we have 
been losing a lot of money by not 
using his paper. 


Won't Believe It 


“But I must confess that I place! 


very little confidence in his advice.” 

A salesman contributed the follow 
ing to the symposium: 

“A space salesman with original: 
ity is not likely 
Don’t believe it? Then witness the 
flood of conversational advertising, 
which started with a trickle by one 
or two clever advertising men, who 
abandoned the idea as soon as Tom, 
Dick and Harry began to follow suit 


“Perhaps comic strips are still nev}, 


enough in the industrial field to cre 
ate interest. The novelty long ag 
wore off in the general field. Ye 
the volume diminishes not. 

“The average advertising manage! 
or agency seems to feel that as lon 
as he is doing the same thing a 
most of the others, he can’t be criti 
cised very hard. The space sale 


man who comes up with something) 


possessing at least the virtue @ 
novelty is going to have a mut 
harder time than he imagines it 
getting anyone to use it.” 


Our coverage includes every indust 
ger or freight; public utilities; F 
etc. 

Whatever your product, 


self-serviced fleets of ten or more automotive vehicles are reached 
monthl 


FLEET OWNER 
90 West St., New York, N. Y. 


with a transportation 
eral, State, County and 
if it’s used by the fleets, we 
probably have a survey that will interest you. Write for it. 
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problem, either passen- 
unicipal departments, 


of course, but. 
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BRE AKING B AD NEWS TO SUPPLIERS tween prices of old and new equip-|chinery somewhat cynically known 
USED M ACHINERY ment and conditions under which|in the idustry as “Class B”’—*“buyer 
: , they are sold. beware.” Under the code, however, 
: a The code, as at present consti-| the prospective purchaser has ample 
® Bente nae tuted, provides for a down payment] warning of the dangers. 
| B oles cand of at least 25 per cent in cash on| Other practices banned by the code 
—. e or before delivery, with the balance|in its present form are as follows: 
p —D payable within eighteen months “Payment or allowance of secret 
— Meat notechion Opes ON DECEMBER g from date of delivery. Heretofore,| rebates, refunds, discounts, commis- 
PORTER ‘ . it is asserted, a contractor could buy] sions, or other special considerations 
ie A few weeks ago, we decided to buy @ 2000 h.p, a machine on almost any terms he] or allowances, including donations, 
19 tag boiler. cared to make, although there were| gifts, or premiums of any nature 
tins Pittsburgh, Pa. Nov. 29.—The bl ti to th l hat , 
‘ime Naturally, we turned first to the leading paper sai damaanh Candle elm daeie notable exceptions to the rule. whatsoever. 
Ta | trade journals, expecting to find a wealth of boiler adver- user CUE P B The code, according to present] “Issuance of incorrect invoices or 
cite bene ig eee Deore with their huge power require- come into the limelight December 9,| ))1ns will provide that brokers shall] other documents covering sales in 
M00 Brey | ; we Hs free pies tae ye mpage Lerdige not operate on a smaller margin| which the prices, terms, discounts, 
ou 460 
boiler Pr ba to [sone - ae ; wonai Bot equipment dealers’ industry is to be than - gd = yer a ae oa ges Dmg ry relating 
4 for weeks and weeks of back issues, either. en the whipped into final shape at a meet- to provide a ng scale for leg o the transaction — mn any man 
shed it eee oxy «Pipl od anced y Mo gany sort oe By ea ate ton tase mate _ =  cenggnce a — - eyed — —— 
tor : service. e higher rate of com- ne o e questions which w 
dw ee : Manufacturers of now equipment] pensation, on the other hand, will] probably be settled at Pittsburgh is 
er ne . eee Po —— sone too = and as for that are especially interested in the ques-| probably create other new problems.| the scale of rental. This is probably 
On. tra sais eos akane feotent aia Kine hasn't been seen tion of used machines at present} paragraph 7 of the proposed code|the most important factor to manu- 
ibutor ‘ey $ because of plans being laid by deal-| js also of great interest, forbidding: |facturers of new machines, since 
. onl Well, of course the news got out that we needed a ers in this field to corral what they| “Making any sale or contract of|the amount of rental often deter- 
beter, 608 oe “ie aes bs eg bly ae phn weeny & regard as their fair share of the/sale or offering machinery and| mines whether a contractor will buy 
=== could have been saved if their companies had kept us in- business to come out of the Public] equipment under any description|a new machine or rent an old one. 
fevned Seer oes or aoeee bee aera in their Works program. which does not describe the ma-| In many respects, the used ma- 
Pia prt yg Bh Delete ss aah with Stranaese,” Genling vith What effect the code for the used| chinery and equipment under one of| chinery business has been conducted 
equipment dealers will have on the/ the two following uniform bases: on a higher plane than the new, ac- 
products, wedi ie thet coverticinn enn echtian ieee sale of new machines is difficult to| ‘“(a) Guaranteed, in writing, re-| cording to one student. It may be 
this, It 1s.too much like a general with a fine big army, forecast. Many on both sides of the| built or guaranteed in writing as|come an ally, instead of a compet- 
oes tae a Rien A pe Mon pap ny A fence, however, believe fewer recon-| represented. itor of the new machinery manufac- 
sprinkled a little the night before, ditioned machines will be sold be-| “(b) Present condition commonly] turer, who in many fields is now 
cause of the more rigid require-| known ‘as is.’” prohibited by codes from taking old 
Uncle take. ments, which narrow the gap be- The last paragraph refers to ma-| machines in trade. 
KALAMAZOO VEGETABLE PARCHMENT COMPANY 
P.S. Boilers and Meat Protection Papers - what's the tie- 
up? Simply this - good equipment means good paper, Every 
bit of equipment in this mill must be the “last word” in 
its line; that is a Sentanental phiAee. That means better 
paper for your meats and better service for your orders, 
It is why we are called “The World's Model Paper Mill," 
i 
re study —llooeeeeeeeeeoNaaaoaaaaoaoaoaoooooom™EEEE = = — —————— 
as well that K. V. P. is taking its own medi- 
‘oblems, BOILER MAKERS cine by increasing its appropriation 
ind tell for 1934. 
publica- 
Favors Straight Talk 
ras, but. LEARN VIRTU FS “I think,” commented Mr. Stewart, we 0 aun teat 
do this “that if more advertising were 
stifying written by men who, instead of say- 
8 to his OF ADVERTISING ing, ‘I’ve got to write another ad,’ 
would say instead, ‘I’ll tell folks 
r who what’s in my heart,’ better results Russell T. Gray Inc. offers 
st al (Continued from Page 1) would be obtained.” / 
approxi: second line of the heading to read BR ph neice tBimned yng ty Pl > 
or space “Butter Wrappers” instead of “Meat|~este in which the paper company yo u a n A xX pe r id n C A J a 
rst few, Protection Papers” for the dairy in- 
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dustry; “Bread Wrappers” for the 
baking industry, with the corre- 
sponding changes in the postscript. 
Whether such advertising pays 
may be considered a question. Kala- 
mazoo Vegetable Parchment Com- 
, pany believes it will be read because 
it is different; that the company 
profits whenever it can give a stimu- 
lus to the recovery now taking place 
by encouraging other manufacturers 
, to advertise; and that whenever it 
/can help its publisher friends it can 
well afford to do so. 
Glenn Stewart, advertising man- 
ager of the Kalamazoo Vegetable 


who parchment Company, who “ghosts” 
as Tom, 


low suit 


for Uncle Jake at times, said the ad- 
vertisement was written from the 


still MEV’ heart, that it recited cold facts, and 


passed along a suggestion to the fish- 
ing industry that it was overlooking 
an opportunity in not telling the pub- 
lic more about the _ health-giving 
qualities of fish as well as the fact 
that they please the palate. 

In another advertisement of the 
same style, K. V. P. said, “We had 
fish today—and it isn’t Friday,” the 
tenor being that there is no reason 
why consumption of fish should be 
confined to one day of the week. 

“These advertisements, of course, 
were not solely responsible,” said Mr. 
Stewart. “Yet they undoubtedly had 
some part to play in a new co-opera 
tive campaign of the fishing industry 
to start December 15, with $500,000 
available for campaign funds.” 


Staake & Schoonmaker, Kala- 


breadth of contact and 

broad facilities for prepa- 

ration and production that 

can well supplement the 

work of your own advertis- 
ing department. 


1 to cre mazoo agency, handle the company’s 
ong ag = === ——== |advertising. 
ld. Ye 
«|Be Where They'll psy 
an @ ere ey “On the table in the lounge in the 
Pare : Chemists’ Club, New York,’ relates s 8 
hing a | Chemical Industries, “lies a Bible. J 
be weve ee ou! In the Book of Revelations, Thir- E » ‘ B Idi 
'e sales teenth Chapter, the sixteenth and 
mething Your message in HEATING AND seventeenth verses have been heavily ngineering ul ing 
irtue of | VENTILATING gets the attention underscored. heels Cc | 
a mut!| of the leaders—the influential en- “They read as follows: ‘And he Te ephone Centra 7750 
sines it gineers, contractors and manufac- called all, both small and great, rich ns 
: turers who since 1904 have ac- and poor, free and bound, to receive Chicago, iil. 
cepted this publication as the au- a mark in the right hand and on 
i thority in the field. their forehead. se 
' “‘*And no man might buy or sell 
wats ateekt “ ve 1 pee save that he had the mark or name 
Plan now to put pint re omtol of the beast or number of his name.’ ” 
sage in this most influential of all 
papers in the fastest growing in- o 
dustry. Steel Corporation 
ched Full details and rates Adopts New Index 
| on request. Monthly figures on the total ton- 
nage of finished steel products 
shipped by the United States Steel 
| Corporation will be used as an index 
: : to activity in the future, replacing 
—_— | Venti | | monthly unfilled tonnage reports. 
Myron C. Taylor, chairman, said 
the latter will no longer be an ac- 
140-148 Lafayette St. New York curate barometer under the iron and 
— steel code. 
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FAMOUS ARTIST CALLS IT “SOLARIZATION" 
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Lee Miller shows what he means in this sample in the current exhibition of contemporary photography 
at the Ayer Galleries, Philadelphia. A portion of the Eiffel Tower is pictured. 
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Promised 


Banish 


Flood of Catalogs 


for 1934; 


List Prices 


(Continued from Page 1) 
stated intervals according to company 
policy. 

While the use of consolidated cat- 
alogs will be strengthened by the 
elimination of list prices, many advo 
cates of loose-leaf catalogs also feel 
that their books will be given added 
utility for the same reason. The big 
problem for the manufacturer using 
loose-leaf catalogs has been mainte- 
nance, for many users fail to take the 
trouble to keep their books up-to- 
date. With list prices eliminated and 
price-lists taking care of the entire 
pricing job, maintenance of catalogs 
will be considerably simplified. 

Some advertising managers seem 
to have stolen a march on their com- 
petitors through the use of special 
bulletins devoted to certain groups of 
their products. These have been 
issued from time to time during the 
past few years, and will be made the 
basis of the complete catalogs now 
about to be published. After as- 
sembling the individual pages which 
made up the bulletins, the general 
catalog job is found to be pretty well 
along toward completion. 


OUT OF MOUTHS 
OF PRESIDENTS 
CAME THIS COPY 


2,300 Inquiries Reward 
Republic Flow Meters 


——oooe 


Chicago, Nov. 29.—Analysis of 
salesmen’s reports gave Republic 
Flow Meters Company, manufacturer 
of power plant instruments, one of 
the most effective campaign in its 
history. With “big names” writing 
the copy, a remarkably good type of 
inquiries were pulled, twenty-three 
hundred being received. Of the 
first 150, 60 per cent were either sold 
or reported to be first-class prospects. 

Republic salesmen are required to 
make written reports of each call 
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made. On studying these reports, 
Herbert W. Stoetzel, advertising 
manager, found that they revealed 


three main reasons why sales were 
lost: 

1. Cannot or will not buy now. 
2. Price competition. 

3. New man on the job—not fa- 
miliar with our instruments. 
Many big companies were buying 
Republic instruments. Mr. Stoetzel 
concluded that the reasons why they 
were buying, as told by high execu- 
tives, would answer the three argu- 
ments advanced by those who were 
purchasing nothing at all or instru- 
ments made by competing houses. 

Appeal to Presidents 

Acting on this line of reasoning, 
Republic Flow Meters Company asked 
presidents of such companies to give 
a statement which could be used in 
advertising, outlining their reasons 
for buying when they did. It was ex- 
plained that Republic Flow Meters 
Company was not seeking testi- 
monials—in fact, did not wish its 
hame used in the statement. What 
it did want was a clear-cut statement 
of fact. 
Enough such statements were 
secured to make an outstanding cam- 
paign in The Business Week, Power 
and Factory Management and Main- 
tenance. These papers, in Mr. Stoet- 
zel’s opinion, reached the men hav- 
ing a voice in purchasing—that is, 
the executive group, controlling the 
purse strings; the plant manage- 
ment group, charged with the over-all 
responsibility for efficient plant op- 
eration; and the engineering group, 
who decide the nature of the equip- 
ment to be bought. 
The series of advertisements fea- 
turing presidents not only reached 
these key men, but they answered 
the common objections. The copy 
showed why progressive leaders were 


follow-ups 
campaign. 


Rost Predicts 


INDUSTRIAL REHABILITATION 
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WORK 


’ 


ra ae” 
Xin wer lomern —— 


— 


Hane (OAMD FAME TOMAR @ 


. > i ne 
REPUBLIC FLOW METERS COMPANY 
DIVERSEY PARKWAY ~- CHICAGO - ILLINOIS 


BUYERS WRITE REPUBLIC'S COPY 
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time. Mr. Stoetzel explained that the 
company felt it would defeat its own 
purpose by trying to rush matters. 
The prospect was given time to ab- 
sorb each message and salesmen were 
instructed not to make premature 
during the four-month 


Rebuilding of 


Distribution 


New York, Nov. 29.—Many manu- 
facturers will be forced to rebuild 
their distribution systems in the 
new era created by fair-practice 
codes, in the opinion of O. Fred 
Rost, marketing editor of Business 
Week, as expressed in his new book, 
“Distribution Today.” The volume 
has just been issued by McGraw-Hill 
Book Company. 

In one chapter, devoted to “Indus- 
trial Selling,” Mr. Rost offers aid to 
such manufacturers in the form of a 
distribution check-chart, prepared by 
R. A. Balzari, chief of the marketing 
counsellors staff, McGraw-Hill Pub- 
lishing Company. 

Mr. Rost recommends market-test- 
ing to manufacturers who are think- 
ing of selling direct. The new plan 
should be tested in a small, but typ- 
ical territory, he asserted. 

“Such procedure,” he continued, 
“if properly planned and executed, 
will give opportunity for further re- 
finement of the policy or permit its 
abandonment in case of failure, 
without serious disturbance of the 
existing relationship with dealers in 
other territories.” 


No System Perfect 


Mr. Rost does not believe that any 
one present system is perfect. On 
the other hand, it is often impossi- 
ble to use more than one. 
“It undoubtedly would prove a 
profitable investment to classify va- 
rious industries according to their 


Classified 
Advertising 


The rate for this department ig 
cents a line (not agate line); mi 
mum, $2. 


Sales Manuals—Visual Portfo 
—Sales Tools. They increase sal 
Let us prepare yours. Arthur W 
Wilson, 501 Fifth Avenue, New Yo 

City. ’ 


said, “and then launch a specialize 
sales attack on each in the order @ 
their importance. Direct _ sellin 
could be practiced where many faé 
tories of one kind are concentrated 
and elsewhere missionary men mighi 
be employed to work in co-operation 
with established distributors. 


Proceed with Caution 


“However, there are many instance 
on record where a varying sales po 
icy has proved unsatisfactory, an 
therefore it should in no instan¢ 
be employed until sales territorid 
have been carefully studied with th 
view of preventing overlapping 4 
activities. The support of the mo 
loyal distributor is generally lost 
he finds that a manufacturer is né 
giving him 100 per cent protectia 
in the territory that has been 
signed to him.” ‘ 


Sharpe Heads Council 

Henry D. Sharpe, president of th 
Browne & Sharpe Mfg. Co., Prov 
dence, R. I., has been re-elected preg 
dent of the New England Counci 
which has waged an aggressive can 
— to attract business to that se 
tion. 


Issues New Card 

Sheet Metal Worker, New York 
has issued a new rate card, date¢ 
January 1, 1934. A slight increas 


potential interest in the product,” he 


in rates is indicated. 


try Code Conference, 


FOLLOW THRU! 


Less than 36 hours after the close of the Baking Indug 


BAKERS’ HELPER had mailed to 


Write or phone us for samples 
and information about Econo-print 


Econo-print Department 


Tal 


CATALOGS—SUPPLEMENTS—FORMS 
PARTS LISTS—ANNUAL REPORTS—ETC. 


This quick and economical lithographic method of fac- 
simile reproduction will help you make a substantial 
saving in time and money on many of your printing 
requirements—Eliminates engravings and composition. 


buying right now; a few lines giving 
the number of meters bought in each 
case answered the price objection, 
while the entire advertisement was 
calculated to impress any engineers 
not acquainted with Republic Flow 
Meters Company. 


Booklet for Each 

A booklet was issued on each com- 
pany featured in the advertisement, 
including not only the picture of the 
president and his statement, but also 
complete information on the installa- 
tion and savings made in the plant. 
The copy mentioned these booklets 
briefly, a dignified mailing piece to 
25,000 executives also being used. The 
return post card contained a request 


its subscribers, and many others, a special folder telling tl 
story, relating every important detail of the Baking Cod 
True, it was necessary for the staff of BAKERS’ HELP 
to put in some long hours but to get these important fac 
before the baking industry quick, it was necessary a 
worth every hour and every dollar spent to do this job. 


Never before had such a large and important meeti 
been held in this industry. An exceptional meeting, exceé 
tional news, and naturally handled in this exceptional w 
to get the news to the industry. We could have waited 
tell this story in the following issue of BAKERS’ HELPE 
but news of this calibre deserved this handling. BAKER 
HELPER gives service. 

Is it any wonder that the key men in this industry suD 
scribe for BAKERS’ HELPER regularly year after yea 
without being influenced by premiums or special offers 
They know BAKERS’ HELPER is worth many times wha 
it costs them. 

Place your sales message before bakers in BAKERS 
HELPER, the publication with editorial prestige, and a fol 
lowing controlling real buying power. 


Send for a copy of “Baking Industry Facts and Figures. 


MAGILL-WEINSHEIMER COMPANY 


1322 SOUTH WABASH 


Telephone Calumet 7200 


AVENUE—CHICAGO 


for the series of booklets, and each 
request was acknowledged by the 
president of Republic Flow Meters 
Company. 
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Only one booklet was mailed at a 


HELPING BAKERS SINCE 1887 
330 So. Wells Street 


ay 


CHICAGO, ILLINOIS 


NE / BAKERY PRACTICE #/ MANAGEMENT 
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